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Coal bye IS THE 


LEADING CHOICE OF ADVERTISERS 
SELLING THE COAL MINING INDUSTRY 


What do we mean when we say leading? We mean, for example, 
facts like these: 
>» 59% more pages of display advertising than its nearest competitor 
in the first eleven months of 1949 
68% more advertisers than its nearest competitor — 
first eleven months of 1949 
151 manufacturers used COAL AGE and did not use the nearest 
competitor — first eleven months of 1949 
Manufacturers of coal mine equipment and supplies have confidence in 
COAL AGE. The advertising that they place in a publication is 
evidence of the value of the publication. These manufacturers have 
selected COAL AGE because it is read by the important buying influences 


in the coal mining industry the men they want to reach. 


A McGRAW-HILL PUBLICATION + 330 WEST 42nd STREET, NEW YORK 18, N. Y. 
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It’s Smart to Start With T. R. 








To effect maximum results from the majority of industrial purchases 
your advertising budget, make sure are contemplated and when none 
that T.R. is included in your pro- of usual media are in immediate 
gram. Thomas Register is first to evidence, 8,500 T.R. advertisers 


make contact at the moment when know it’s smart to start with T.R. 


E500 TF SMdwerdises 
Gut Oe Wrong” 


HABITUALLY CONSULTED BY ALL DEPARTMENT HEADS, REPRESENTING 
60% OF THE TOTAL INDUSTRIAL PURCHASING POWER OF THE U. 5. 
WHO ARE CONCERNED WITH WHAT TO BUY & WHERE TO BUY. 


96% ABC Paid Circulation 


HOMAS REGISTE 


461 EIGHTH AVENUE «+ NEW YORK 1, 
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MORE EVIDENCE of the ARTISAN’s 
Ability ta Pay Out 


vz om the ARTISAN on the manufacturers job of maintaining 
vdicated from a recent study of furnace lines sold by KEY warn 
It «s part of AMERICAN ARTISAN’s Continuing Distribut 


4 
A M E R | C A N Study of f ur heating, residential air conditioning, and sheet metal contracting 
‘ fa , sir hee f 


heating dealers ne out of four handles 80% of 


yed with an identical situation prevailing country.» 


rk ES A 


see (APPL f 


for VOLUME 


ADVERTISERS — Key Dealers per Manufacturer 


Bie GW ses NON-ADVERTISERS — Key Dealers per Manufacturer 


Your Number One Advertising Job 
is east in this Number One Book 


¢ products t ‘ m the ¢ fential war heating and 
arket. you é the help of AMERICAN ARTISAN KEENEY PUBLISHING CO., 


and keeping KEY dealer outlets without advertising wast 6 N. MICHIGAN, CHICAGO 2 


Note that, in the 34 market arcas survey furnace Ma factures Air Conditioning Headquarters 
advertising in the ARTISAN hav y , ” : 


lealers per manufacturer as 


¢ +2 the ARTISAN 


The ARTISAN is both ABC and ABP 
becribers and advertisers alike as the NUMBER ON 


BROOK ow the warm air. sheet 
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For contents of previous issues of Industrial Morketing, 
consult the Industria! Arts index in the seerest library. 


Industrial Advertisers Plan More Direct Mail, Business Paper Space 
By 8 D Ait nmson 
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A Bigger Audience Calls for Better Annual Reports 
By Richard H. Bailey 


1950 Industrial Calendar Review 
Starch Tests Industrial Ad Readership 
‘Unit Cost’ Is Your Real Advertising Budget 


By William Marsteller 


How Steel is Distributed 
By Bob Aitch < 


Should Architects Get Credit in Manufacturers’ Ads 
By G. D. Crain 


Reorganization Brings Sales Specialization at Libby-Owens 
By J. M 


How to Advertise to Business Men: Part 15 


By Howard G Sawyer 
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Anaconda DOES THIS JOB “FOR 


No. 19 in @ series of Electrical World 
reports on successful advertising di 
rected of clearly defined objectives 


One of the first ads merchandising Anaconda’s aggressive 
campaign to promote an industrial wiring survey. 

As the story on the right tells you, Anaconda has sent 

ovt more than 100,000 books ond tied in with more than 
190 utility companies since starting their industry-wide 


‘adequate wiring’ promotion. 
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THE GOOD OF THE INDUSTRY” 


... bud tt pays off / 


Hew one company does an industry-wide promotion job— 


“We ought to do this job for the good of the industry!” 

is something you've heard industry men say over and 
over, but how often have you seen anybody do anything 
about it? 

Here are the brief, interesting facts about one com- 
pany that did—and made it pay off. Anaconda Wire & 
Cable Company undertook a long range, full-scale pro- 
motion on adequate wiring —a theme that is industry- 
wide. The whole program was slanted so its results and 
benefits would spread throughout the electric service 
industry 

But let us quickly point out that Anaconda’s motive 
was not entirely philanthropic. The company was aiming, 
after careful study, at a clear and definite sales goal. The 
adequate wiring campaign, while it would surely benefit 
the industry as a whole, would also take Anaconda by 
the straightest route to where they wanted to go 
THE PROBLEM: Wire & Cable was a reasonably new divi- 
sion of Anaconda. The company was entering a new 
market — where competition was already razor-sharp 
They urgently needed a sales and advertising theme that 
would make them members of the electrical fraternity 

that would give them, in the shortest time possible 
a recognized place in a conservative and highly concen- 
trated industry 
THE SOLUTION: After a study of the market and its poten- 
tials, Anaconda decided to do a thoroughgoing campaign 
to sell adequate wiring. Their reasons 

1. Strong promotion on better wiring systems, by ex- 
panding the total market, would give Anaconda a bigger 
potential slice 

2. An individual company doing an industry-wide job 
would certainly focus incustry attention upon that com- 
pany — would be a potent factor in establishing that com- 
pany as a leader, or as capable of becoming a leader 

3. A sound advertising and promotion program to 
benefit the industry as a whole could be merchandised 
strongly through the electric utility companies. This 


6000 
ADVERTISING 
PAYS 
IN 
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would give Anaconda a mutually useful tie-up with the 
biggest customer and most important selling force in its 
market 
PERFORMANCE: The program was started in 1939. It was 
based on business paper advertising. It urged the indus- 
try to get behind a movement to have industrial plants 
surveyed for adequate wiring. The industry's response 
was big and enthusiastic 

The program was gaining ground steadily when war 
came. With war presenting a new set of problems, the 
campaign was changed from selling to conserving. Since 
the war, the original adequate wiring theme has been 
resumed 

Anaconda increased the program's usefulness by skill- 
ful merchandising. Ads slanted to industrial plants were 
reprinted as 4-page mailers with the individual utility 
company's letterhead on page one —so that the utility 
could use it as a mailing piece to its own industrial 
customers and prospects. Books, direct mail and point- 
of-purchase displays were all provided 
RESULTS: To answer requests, the company has mailed 
over 100,000 books on adequate wiring, conservation of 
wiring systems, etc. Over 100 top utility companies have 
tied in— using material to sell better wiring to their 
customers. The entire program has worked hand-in- 
hand with Anaconda product advertising, to give the 
salesmen the great advantage of being known and 
accepted in the field 

In Short: To win acceptance and establish its product 

to open a “closed” market, Anaconda builds up the 
total market with a program to benefit the industry as a 
whole — and funnels the results into their own selling 
efforts 

The program was based on business paper advertising 
It has paid off by focusing industry-wide attention on 
better wiring, and enlisting utility cooperation to pro- 
mote it— and by taking Anaconda to the goal it set out 
for: an established position as an industry leader 


Electrical World 





» PLUMBING and HEATING PRODUCTS - 
AIR CONDITIONING and REFRIGERA 


... Here are Your 


Plan now and plan wisely for 1950! Determine your THESE ARE SOME OF THE QUESTIONS IT ANSWERS 


ales quest ne fos the a yo this sim ple de pe nd l What are the sales potentials tor your product nm 
ible way The new edition of DOMESTIC ENGI 1950? 


? 


NEERING Market Possibilities by States” is another What should your sales quotas be for each state 


one of the many servicers by which DOMESTIC ENGI What portion of this market is in new construction, 


remodeling and replacement? 


NEERING, gxsiat the manufacturers in ite mdustrs 


in the marketing of their products. Copies o What geographical factor influences the sale of your 
product ? 


quota hooklet will soon be available 
What are the major outlets for your product? 


your copy w itheut delay 
How has vour market changed in the past decade ? 


How ean vou reach this market most effectively 7 


etal eee 
DOMESTIC logether DOMESTIC ENGINEER- 
; ENGINEERING ING and DOMESTIC ENGINEER 
ING CATALOG DIRECTORY con- 
stitute the backbone of every well 
conceived promotional program 
They offer you the most practical 
most economical and most effective 
approach to the tremendous Do 


mestic Engineering Market 


INDUSTRIAL MARKETING, January, 1950 








~ their advertising 
agencies. For ail 
others, price is $2.50. 


FACTS f 

@ 

adn Ol 

NEW FACTS, NEW FIGURES, NEW CHARTS 
This completely new edition of “DOMESTIC ENGI- 
NEERING Market Possibilities by States”, contains 
more than three times as much information to assist 
you in your marketing analyses than any previous 
edition. This twenty page booklet offers usable statis- 
tical data never before available in one place. This 
sales tool is indispensable for manufacturers of prod- 


ucts for this industry. It is scheduled for release Janu- 
ary 15, 1950. 


AGAIN DOMESTIC ENGINEERING SERVES THE 
INDUSTRY 
Sixty vears ago DOMESTIC ENGINEERING wae 


established to serve all branches of the plumbing and 


# 
me am 


FIFTY / 


heating industry the manufacturer, the manu- 
facturers’ representative, the wholesaler and the con- 
tractor dealer. For the past ten years DOMESTIC 
ENGINEERING has been devoting an increasing 
amount of attention to showroom and specialty sell- 
ing. More and more manufacturers of this equipment 
have come to realize the importance of the DOMES- 
ric ENGINEERING Reader as a sales outlet for elee- 
trical and gas appliances, such as washing machines, 
ironing mac hines, refrigerators, ranges and other 
laundry and kitchen products. This highly developed 
sales technique is also reflected in the increased volume 
of sales in plumbing, heating, and air conditioning as 


well 


How effective the use of this sales quota bowklet may be to you is largely de- 


pendent upon the extent and methods you use to promote your product in con- 


nection with your overall sales planning. In this direction the numerous services 
of the DOMESTIC ENGINEERING organization are designed to assist you in 


every possible way. If you are not familiar with these services and how you can 


use them to fullest advantage write direct or consult your advertising agency 





I8O!l PRAIRIE AVENUE, 
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CHICAGO 16 
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Domestic Engimeering Catolog Directory 


Domestic Engineering * 


Institutions Meqerne ee 





$12.500.000.000 L e t t e r 3 
SE SE ee 
meant te the Editer 


packing 


° Are Engineers People? froth and no facts. It does mean that 
field ro 1 , I here are established techniques for 
So 56s Soe RGSS GSS WUE) selling industrial goods. Most industrial 

ipable. They build bridges and roads 


only d skyscrapers and industries. With 


ers we would be an agrarian 


ad men know more about these tech- 
1iques than engineers 
It also means that in my opinion engi- 


> * got to give *bovse credi | 
eid » give the boys credit, neers may be people and can be sold 


1,416 ey know their stulf Ep Pore, 111 E. 26th St., New York 
Lately, a lot of engineers have found 
a new field advertising, more 8 pec it Gri - . 2 r 
plants cally, industrial advertising. os Mack Truck Ad 
Makes him Read, Makes him Mad 


They approach advertising with the 
same thoroughness applied to the con To Tue Eprror: I ran across the en 
produce struction of a factory. Each layout and losed ad in The Saturday Evening Post 
e of copy is gone over carefully with last night and it griped me so that I 
° . cle t ‘ ere or a pica there thought I'd send it to the Copy Chasers 
m volume oo. 1) ve ounced wae eo It's along the same lines as some of 
the poor industrial ads that I've seen in 

word and (Copy Chasers. A great big headline 


and buy _ . ; a wr tensi strenatt Special Trade-In Offer—and no mention 


fj 


» support of what this big “special” trade-in is 


TONS of or hen: na Secale die eae i 


| o ad is complete until all avail 
‘ © spa een utilized ik 
almost raphs, charts, tabular data are es 
cer; 


. ’ . engi you cant 
everything rom eer. They can wn 
: : i I mt un lerstand 

the same kind 

pat in ads. They 


meat packing plant. wort . ; 7 , “ ’ one e TO owners of 


They say all eng 


The National Provisioner. This is the one po Aes ey c 

meat neluste j ublicatior Ma ‘ er . - 2 ; ds ges ~ te b year amd older 
building intensive coverage ’ e her y ers ead industris Mack trucks 
rere va Ou a t puzzles me. | 


or nitrated ' the volume-producing 
sineers got 


olume-buving meat packing plan 7 an tee U oe 'S 
ome sc oh ' , ma ed d «l ren, attended churcl Moderuze wilh 


ed ver monev, wor 
voted for the home tean 
THE , 1 glass of beer now and ou vess the ad got the de 
NATIONAL en oug a that perhaps some of sired effect it least I read the whok 
PROVISIONER nem read th on —- perhaps a few thing. But it also made me mad. If I 
ead the ev Report , 
i wned a fleet of trucks—which | don't 
ag a a cones ‘ a - r —_ “p a 7 lon't think l fhe trade them in 
' t tt . t ids should attract 
for Macks 
un ' res enougt What do vou thi Davin R. Har 
re called eTourneau, Inc., Peoria, II) 


College Would Reprint 
Distribution Articles 

i¢ Enrrorn: We are very anxious 
I n comes of the series ol articles 
‘ ! st approve “ tled How the Building Materials 
ol e| @ , ' why ften ‘ ' Industry Gears Distribution” and “How 
MOIMOWET ¥ thea “aud engineers to the Building Materials Industry Pro 
— fae thats eum : notes Sales.” by John M. Gairdner, 
407 S$. DEARBORN ST... CHICAGO 5 love t un that " | Continued on Page 14 
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of America’ S Industrial Buying Power 
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“Gentlemen... 


The areca of cach state is shown in exact ratie 
te the value of ith manufactured products 


Here’s Your Ready Made Market” 


© NOWHERE but in THE MIDWEST PURCHASING AGENT'S circulation 

can you find a READY MADE MARKET with 100% BUYERS. Over 3700 

Purchasing Agents in this industrial “Heart of America” are readers of 

this personalized publication. It is published by and for the purchasing 

agents of America’s Midwest. Every potential buyer is o reader. Over 

50% of space now taken by National Advertisers. A 20% increase in 1949. 
Send for FREE copy today 


Your sales will be HIGHER... if you talk to the buyer! 


oe WADWEST 
"PURCHASING. 
AGENT 


DISTRICT OFFICES: Chicago 14, iL. — 
George V. Gordon, 425 Belmont Ave., 
LAkeview 5-6141; Pittsburgh 19, Pa. — 
Dan McSweeny, 430 Fourth Avenue, 

EXpress 1-0836 


Home Office: 645 Penton Bidg., Cleveland 13, Ohio 
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OW IT WORKS 
in the Field of H. P.& A.C. 


CASE HISTORY —Cnc of World Largest 


Sremerced 





PRESENT EQUIPMENT HOW NEW BUILDING JOBS HANDLED 


A * 
cating. Buildings steam ~ 











a 


heated; steam also used for prox a 
essing beer, yeast, starch, glucose 


=’ 
und by-products ‘ ro 4 'S \ 4 
; r 

\. 


<y> 
} ne 
vey; ¥ a ‘ PLANT ENGINEER CONSULTING ENGINEER CONTRACTOR 
‘ eam, hot ni 


old water, and ammonia piped to 
the 


Products used tor air conditioning, heating and piping as 


cn ‘ turin >f e 
vorious inufa : 
youn 9 Ff required in new construction are specihed by a consulting engineer 
; ’ P - 
perates s own chosen for the project Contractor awarded the job purchases 
pumping stator and installs the necessary equipment. 


Both consulting engineer's recommendations and contractor's 


P a0 P election of products are subject to approval of company’s own 
‘ 
ct . engineer in charge of these essential services. 
Used for both processing and human New $1,000,000 building now being erected with all heating, 


»mfort More than | 000 tons >¢ piping ind air conditioning being handled in this manner. 


onditionin and ver 2 * * * 
sate 

Company engineer mentioned throughout this Case History is the 
KEY man in selling any air conditioning, heating or piping prod- 
ucts to this large brewery operation. As indicated, all of the 

wers 72 city blocks equipment must meet his approval 
00 workers. Heat He has been a paid subscriber to HP&AC for many years. He 
ur CONditioning states that in many instances he has been able to offer constructive 
1g nstatied in new suggestions to the consulting engineers as a result of articles read 
and existing buildings. Maintenance in HP&AC states that he finds our Annual January Directory 


onges and alterations run into issue extremely helpful 


many thousonds of dollars annually (Name of both company and engineer will be given upon request.) 


in Circulatio in Editorial Service 
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HOW EXPANSIONS HANDLED | 





HOW MAINTENANCE HAN 
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PLANT ENGINEER CONSULTING ENGINEER CONTRACTOR 


Expansions to present systems and additional heating, 
piping and air conditioning systems needed in existing 
buildings are both handled in similar manner to new 
building jobs — consulting enginecr, plant engineer 
and contractor all having a hand i» selection and 
purchases of necessary products. Many tons of stainless 
steel piping are now being installed. 


“ 
- 
a 
“ 
-~ 


fe 
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; 
PLANT ENGINEER MAINTENANCE SUPT. COMPANY CREWS 


All heating, piping and air conditioning maintenance 
is handled directly by the company’s maintenance 
superintendent who supervises the crews of company 
employees (steamfitters and other type artisans). 
Necessary repair products and materials are purchased 
by the company in accordance with the maintenance 
superintendent's needs. 


However, such products and materials must meet 
the approval of the same plant engineer so important 
in new construction and ex pansion jobs. 


HP&AC Goes Wherever Men SS ee 

Make Their Livelihood Meeting , 

Heating, Piping and Air Con- Changes end Aienations 
ditioning Requirements . . . | Sterno present heating, piping and. ait conde 


tioning systems, if the cost runs under $100,000, jobs 
Consider HPRAC as 2 borizente! medium are usually handled much the same as maintenance: 
throughout industry, for such it is. 





products purchased by company as approved by plant 
engineer, and installed by company workmen. 

In almost every industrial plant, doing its 
own heating, piping and air conditioning main- 
tenance, there is an HP&AC subscriber . . . 
while on the other hand, the heating, piping 
and air conditioning contractor and the consult- 
ing engineer are also HP&AC paid subscribers. 


OVER $100,000: Larger change and alteration 
jobs, running over $100,000, are usually let to a con- 
tractor who purchases and installs equipment; and 
again here, contractor’s selection of products must 


Yes, if you have a product that fits into our meet company engineer's approval. 


field, certainly in HP&AC is where your main 
advertising effort belongs. 








—— 


ae 








KEENEY PUBLISHING CO. 


@ Nerth Michigen, Chicage 2 
AiR CONDITIONING 
HEADQUARTERS 
Also Publishers of 


AMERICAN ARTISAN 
for the Residential Field 


eatin’ 
@ | paved a soni 


to Readers in Advertising Volume . . 
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Black, dust-laden coal daily stirs tremendous new 
markets for you. For product-design engineers see 
in coal’s fundamental power the turbines and equip- 
ment to make electricity ... and all the host of ma- 
chines that run at electricity’s beckoning. In this 


electrical age... when every day sees new electrical 


machinery and equipment go onto design-engineer- 


ing drawing boards, it’s important for you to remem- 


ber this: 


The men who create all electrical machinery (mechanical, too) are industry's 
product-design engineers. In 1949, from their designs and specifications, 
Metalworking produced $64 billion worth and 1950 promises just as much 


One big difference to you, however, is this: 1950 is a > ver’s year from start 
to finish ... and calls for NEW designs as well as hie’: production. Dressed-up 
models of pre-war designs are out the window now for keeps, and never has 
there been more reason for you to sell really sell your product com- 
ponents to the men who can specify them as part of industry's newest models. 


Your PRODUCT ENGINEERING representative can tell you how to sell to 
the ORIGINAL EQUIPMENT MARKET at lowest cost, and with top sales 
results. Talk with him soon. Ask him to tell you why over 500 leading manu- 
facturers of product components, with sales problems and opportunities very 
much like yours, invest more advertising dollars in PRODUCT ENGINEER 
ING, by far, than in any other magazine which serves and sells the men who 
design America’s new products 


And here’s one additional suggestion: if you're not completely familiar with 
PRODUCT ENGINEERING, make sure you study a recent copy. Its editorial 
and advertising pages are not only their own best evidence of why this only 
paid subscription design magazine today attracts more subscribers than ever 
before they also offer you exciting proof of just how active the design- 
engineering front is and why it will pay you well to be in those pages as 
dominantly and consistently as possible every 1950 month 
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A McGraw-Hill Publication, McGiaw-Hill Building, New York 18 
MEMBER OF THE AUDTY BUREAU OF CIRCULATIONS AND THE ASSOCIATED BUSINESS PUBLICATIONS 





“s THE 1950 Rational ©": 
5 (Continued from Page 8) 
which appeared in the May, June and 
MARKET PLA July issues of your magazine 
This 


material would be extremely 
valuable in several building industry 
management courses which we are of- 
fering under the sponsorship of the 
National Retail Lumber Dealers As 
sociation, the Producers Council, the 
National Contract Hardware Associa 
tion, the National Retail Hardware As 
sociation and the New Jersey Home 
Builders Association. These courses are 
designed to develop personnel for the 
administrative and sales positions in sev 
eral branches of the industry 
Our plan is to distribute the material 
through our bookstore, one copy to each 
student, at cost plus handling charges. 
If you have not reproduced this ma 
terial, we would appreciate permission 
to do so.-Victor E. Musso, supervisor, 
building industry courses, City College 


New York 
@ IM is happy to give permission to 
Mr. Musso to reprint this series 


1947 Census Figures Ride 
In His Briefcase 


To Tue Eprror: The new edition of 
the Industrial Market Data Book will be 
useful to me in the same manner as pre 
vious editions have. However, the 1950 
issue appears to be bigger and better 
than ever before. Particularly valuable 


OTEL JEFFERSON will be 1947 Census of Manufactures 
st. Lou!Ss, MO. I also find the publication rate and 


mechanical requirement data useful, 
AUGUST 15-16-17-18-19 since this information is always avail 
able in my desk—or my briefcase when 


Plan now to « xhibit and sell your produc ts at the 49th Annual National 5 am away from the office. While L. of 


Power Show. Thousands of engineers will be there who buy, specify and course, rely on cur media department 
ecommend power duction, power generation, power transmission for final information, the Data Book 
ind materials handling equipment, materials supplies and services nevertheless gives approxin.ate figures 
Many exhibitors sig ip for the 1950 show before the 1949 show which frequently save me time H. E 
closed. The 49th Annual Show is certain to be a “sellout.” Write today BecuLer, account executive, Industrial 


for floor plan so you can pl uur reservation at once. Space ts issigned Div.. Cramer-Krasselt Co.. Milwaukee 


in order of receipt of reservation agreements 


Glad to Be a Member of 


These Exhibitors Have Already ASK FOR REGISTRATION ANALYSIS Most Exclusive Club 
Reserved Space for the 1950 Show sien st YONS Nita Powe: oe a eee are ae ee 


. Th ‘ have followed the comments of the Copy 
ent on requey hs ana 
- . nw . s > ‘ . 
Senene 4 -— ae wet ae he me < , caks © thousands of Chasers with interest. Frankly, I have 
con Co 
city and foreign always been just a wee bit jealous of 
tries = aml executive . 
‘ few ompos Portes Corporation ont rood { ‘ . . 
see Pe a moony neg see , podusten. This sumtetention ir good friend Ken Akers, in Cleve 
oh . —! Piredrict Co , proves that every manufacturer land, who could probably paper the wall 
oe eole a< , . 
Deerbern Chemie! Co Power & Operating Eng s the power field will profit t of his office with certificates from 
: MiGew M hat The 49th Annual National 
— por _ Bamtite Co. Div we w to reach this valuable InpusTRiaL MARKETING 
- wre tite Ce . 
ber mover Ce uclien customers and prospects While the real credit for our Rivnut 


Pecting Compery Otis Elevete, Compery 


Poirberts, Merve & Co Bebeling’s, | 4 r 

ctes Gectieen te rear opy goes to Don Mix of Batten, Bar 

Greens, AP. Five Brick Co a > Durstine & Osborn, Cleveland, I 

heo@ersen Unies Compery Sexeve 
. Siactelr Coe 

we ng wl P the most exclusive club of creative 


pleased to be admitted 


nevertheless t 


Welwerm Compony writers ndustrial advertising 


Show them... Sell them... whos : Mas. Roe C. Rices, advertising man 


with @ Power Show Exhibit ager, aeronautical div., B. F. Goodrich 
‘ Akron, O 
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Third Annual For 1950 





The Officers and Directors of 


THE NATIONAL INDUSTRIAL ADVERTISERS 
ASSOCIATION 


invite you to compete for the 


PUTMAN AWARD 


of 1950 


. an Annual Award of $2,000 


for the best use of industrial advertising... 


and the best documentation of such use... in making 


more effective the selling of products 


or services to industry 


for the advancement of widustrial advertising . 
and industrial advertising men x 


— a Your entry will make a definite contribution to the 

ntrives accented 1 . . . * « - 

to May 1. 1950 betterment of your protession to the gaining of 
greater recognition from Top Management 


Vetaus on request PUTMAN PUBLISHING COMPANY 
Membership in NIAA Publishers of 
FOOD PROCESSING CHEMICAL PROCESSING 


1s not required 
7 Nort higan Avenue 
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FLEET OWNER. am re 


The January, 1950 issue of FLEET OWNER will initiate McGraw-Hill’s new and 
expanded service to the men who operate and maintain the huge truck industry, and 
those who supply the vehicles, replacement parts, supplies and shop equipment 
The new FLEET OWNER will fill the need increasingly recognized by truck industry 
leaders for a more alert and comprehensive publishing service to help the industry 
meet the manifold problems which its swift growth has created 
To implement this broad editorial program, FLEET OWNER has been staffed with 
the largest editorial organization in the field, headed by Leon F. Banigan, editor. And 
behind this staff stands the full strength of McGraw-Hill’s world-wide editorial and 
research facilities 
‘There are no “sitting” editors on this FLEET OWNER staff. Its men will be constantly 
on the go, visiting the places and the projects where important truck industry develop- 
ments are taking place. The resulting editorial substance will compound FLEET 
OWNER'’s time tested values in providing a powerful new force significant not only 


to the fleet operators, but to every manufacturer whose products play a part in keeping 
the fleets rolling 


al 
a 
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FLEET OWNER'S NEW CIRCULATION POLICY 


Like all other McGraw-Hill publications, FLEET OWNER'’s circulation will be PAID 

McGraw-Hill is convinced through long experience that no other type of circula- 
tion gives the same advertising power 

The paid subscriber the man who voluntarily pays out cash for a non-glamorous 
business publication is the advertisers best assurance of intensive readership, and 
the strongest proof of an alert, interested audience for his sales messages 

FLEET OWNER subscribers are pre-selected by McGraw-Hill's nationwide circu- 
lation organization. They are quality subscribers the men who purchase, recommend 
and specify throughout the truck industry. They will provide, as FLEET OWNER’s paid 
circulation expands, a coverage of buying influences never before available to adver- 


tisers in this field 


FLEET OWNER'S NEW MARKET COVERAGE 


| « Fleet operators 
@ Company executives responsible for transportation policy 
@ Fleet or general superintendents of operation 
@ Superintendents of maintenance, and maintenance executives wha? 
ever their title 
, 3 Manufacturers of trucks, trailers, bodies and related equipment 
@ Company executives responsible for policy, engineering, sales, service 
and parts 
@ Regional manufacturers’ sales and service representatives; factor 
branch managers of sales, service and parts 
3. Distributors and dealers in trucks, trailers, bodies and equipment. 
a Management men in these organizations specializing in sales, service 
end parts 
® Automotive jobbers who specialize in the fleet field 


4. Independent service and maintenance shops. 
@ Owners and management men of independent shops whose primary 
business is the maintenance of commercial vehicles 


FLEET UWNER 


A McGRAW-HILL PUBLICATION 
330 WEST 42nd STREET, NEW YORK 18, N.Y. 
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1950 Edition of 
| & T CATALOG FILE 
Carried Wore 
Advertising than any 
Single issue of any 
farm equipment 
feublication in history / 
© Over 230 pages of 
advertising in this 


, 


CASE. 


© Over 330 aduertisers 
ased this Cisne. 
% 


ros aaual.. 


IMPLEMENT & TRACTOR 
leads ita field in total 


advertising volume 


-— 


IMPLEMENT 
&sTRACTOR 


KANSAS CITY 6, MISSOURI 


Trends 


A review of conditions within industries which influence 
industrial marketing procedure, by business paper editors 


Sees Consumer, Industrial 
Buying Power High in 1950 


Good business foundations exist in 
1950. Consumer and farm buying power 
will be high 

rial buving of materials, com pounds 


equipment close to, or ahead of 1949 


building active, and in 


evels of foreign trade are not like 
ly to shift importantly. Net « xport bal 
unce will shrink somewhat with more 
iceessful selling by Europeans in the 
I S. market and as impact of cur 


rency devaluation inches up. Total ex 
ports, estimated at $12.3 billien this 
year ure not likely to fall below $12 
billion 

Industrial production, gaged by the 
FRB index, will probably be close to 
1949. The basic market of the auto 
motive industry remains good. Steel a 
vity will be high through the first 
s not likely to fall off «b ary 


he balance of the year 


’ 


quarter 
les, prices are firming ad 
orders through May are excel 
vr producers, after a scare this 
ow booked several months 
n in quality grades. Chemi 
overed sharply and look 
und profits well into 
ial equipment still 
itility expansion and 
vity. Expendable 
« will sell at a high 
ss production of consumer 
ts stay high 
1ilding and construction are headed 
r another excellent vear. Forecasts by 
F. W. Dodge look f un over-all dip 
f 4° with a er drop in private 
public 
Build ng 


building und an 
building and 


pr *, On average 


increase in 
mestruction 
are expected to droy 
wlestiy. Other forecasts are more op 
timistic, see no decline in near-record 
totals of housing activity, an important 
crease in public construction 
New 
are likely to dip further in total outlays 
from the high levels of early 1949. The 


plant & equipment expenditures 


ar industrial expansion 


first phase—ts well along 
hand expenditures on 
1 equipment could very 
1950 
American Society of 
eveals that 80 f the 
ewed plan to spend as 
1950 than in 1948 on 
rourn W. Pearce, edi 
V/ Industr 


Machine Tool Outlook 
Fair, Replacement Urgent 


American industry is not in the lusty 
condition that commentators and col 
umnists would have us believe It is im 
fair condition, yes, but manufacturers are 
not replacing their antiquated machine 
tools with modern models. Almost half 
of all present equipment is 10 years 
id; a quarter of all present equipment 
is 20 years old 

(ne reason manutacturers are not re 
placing their outmoded machine tools 
is their thinking that as long as the ma 
chine runs it must be in good condition 
That it takes three or four or 10 times 
us long to perform a given set of opera 
trons = not conside red 

Further, manufacturers are prevented 
from making large capital expenditures 
by some of the laws of the Treasury 
lepartment. In our depreciation laws, 
this country is definitely backward. And 

ight be «afe to say that unless de 

ure modified, American 
entinue to work with in 
netlient, when com 
modern machine tools 
ivailable 
the machine tool in 
neither good nor bad 
tool business will take its 
general business conditions 
the general nomic situation 
deteriorate, the machine tool industry 
will follow along. Many manufacturers 
look upon the! 
wk upon advertising: do a lot in the 


machine tools as they 


business is good, when busi 


vears wn 
ness 1s bad cut to the bone 

Capital expenditures are made during 
good times and not during recessions 
However, it is to be hoped that manu 
facturers who will be in a competitive 
narket during 1950 will realize that 
modern machine tools can cut their 
manufacturing costs and enable them to 
better meet stiff competitions.— WILtiaM 
F. Scurencnwer, editor, Machine And 
Tool Blue Book, Wheaton, Ill 


Bachman Joins ‘Iron Age’ 

Paul I 
New England regional business man 
succeeding the 


Bachman has been appointed 


ager of the /ron Age 
late red Bannister. Mr 
1 representative of Produc 

ne & MWanagement in 


Bachman for 


ind Philadelphia 
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ou’ll get Results — 


“when you Advertise 
in CERAMIC INDUSTRY 


LIBBEY-OWENS-FORD 

KOHLER of KOHLER 

HOTPOINT 

HOMER LAUGHLIN 

CORNING GLASS 

MOSAIC TILE 

and over 1,000 other 

American Industrial Giants 
depend on CERAMIC INDUSTRY 
for Manufacturing “know-how” 


"Yes, We Are Living in « Ceramic World 
@ booklet is yours for the esking 


CERAMIC You can depend on 
INDUSTRY it for SALES! 


5 Seuth Webash Ave., Chicege 3, Il! 
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ROHM & HAAS come to 





SWEETS for CATALOG SERVICE 


It seems to us that with so many firms developing new products or redesign- 
ing old products, it is important to have our PLEXIGLAS cetalog on file where 
it is most likely to be seen by design engineers. This is why we have employed 


Sweet's Catalog Service continuously for seven years 


“We have good evidence that Sweet's distributes our catalogs to the 
people we want to reach, and furthermore, that many of our prospective 


customers have used them for information on our products 


“For instance, a spot check by our Bridgeport scales representative showed 
that each recipient of Sweet's File for Product Designers was the main factor 
in his company in the selection of materials for remanufacture. Also, about 


three out of four had seen our catalog in Sweet's. 


“Later, when we started to promote PLEXIGLAS in the building field, it 
was natural for us to have Sweet's distribute our catalog also to architects, 


engineers, and contractors 


In organizing the information on our products and in designing special 
PLEXIGLAS catalogs for each of these fields, we have found Sweet's Service 
~ 


most helpful ~ 


Colin C. Campbell, Advertising Manager 


Rohm & Haas Company 


Sweet's handles more manufacturers’ catalogs than any 


ther organization— 29,000,000 copies in 1949. 


Here’s the way 
Sweet's Catalog Service 
works for you: 


CATALOG DESIGN 


Custom catalog design by Sweet's storts with 
consultation with you to determine what 
information is needed to bring about the 
buying action you desire — specification, 
request for soles call, direct order. Then 
follows organization of the information in o 
basic pattern for making your cotalog 

easy to use ond to understand. Next comes 
selection of the most effective form for the 
clearest statement of eoch foct —text, table, 
diagram, illustration. The result is a unit of 
buying information, specially designed to 
bring you ond your future customers together 
in the shortest time and with the least effort 


CATALOG PRODUCTION 


Because of the great number of manufacturers 
catalogs handled eoch year, printing by 
Sweet's offers you the economies of quantity 
production with no sacrifice of quality. 

You moy order your catalogs in any desired 
quontity — part to be distributed by Sweet's 
and part, if you wish, to be delivered to you 
If you prefer, you may print your own 
catalogs and deliver them to Sweet's for 
filing and distribution, in which cose charges 
ore lower thon those for the complete service 


CATALOG DISTRIBUTION 


When your cotolog is distributed by Sweets, 
itis delivered to prospects of top rank 
buying power in the morkets of interest 

to you. Sweet's spends more then $150,000 
yearly to locote, qualify and select the firms 
and individuals who represent the bulk of 
buying power in each market served. 
Furthermore, your catclog remoins in the 
office of each recipient, instantly accessible 
ot all times. This is accomplished by 
distributing it in a bound, indexed collection 
(file, >f manufacturers’ catalogs. According 
to thousands of users of these files, this is the 
most effective method of getting cotologs 
used by prospective customers. 


~ Greets catalog service 


DIVISION OF F.W. DODGE CORPORATION «# 119 WEST 40th STREET, NEW YORK 18, N.Y. 


GETS THE RIGHT INFORMATION ...TO THE RIGHT PEOPLE... 
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THE MID-CENTURY INVENTORY OF 














METALWORKING PRODUCTION EQUIPMENT 














U.S. EXPORTS TEXTILE MACHINERY 
| ees 


‘hue 


PROIEC Tone 








FoR EXTRA 


TEXTILE MACHINERY 


SALES 


00,000.00 extra for U. S. teatile 
machinery monulocturers trom export mar 
bets in the first eight months lost year. One 
thied of this ($33.797,000.00) was taten by 


Latin-American mills 


Over $10 


J atin- American business is good business 
lt dees not 
financing, Marshal! Plan or other grant 


depend on -hot-nthe-arm 
in-aid. It depends solely on the prefer 
ence for American equipment created by 
American manufacturers, Moet of the 

TEXTILES PAN 
AMERICANOS to create and maintain 


preference for their equipment in Latin 


American mille. lt ic the low-cot way to 
do the 
Recause the 
of dellars in coffee. rice, oils, ores and 
other 


job effectively 


Lnited Mates buve million 


products from Latin. Americar 
countries, they have a continually-ceplen 
shed fund of dollars for the purchax 
In these liste of 
essentials, textile machinery 


high. Neo textile 


of designated ential 
stamds very 
machinery firm hae fully 
opportunities until it 
has prevented its line to Latin- Americar 


textile manufacturer 


EES 
GAAMEALCANOS- 


sells them because 
it “telhs their lonquege.” 


570 Teh Ave... New York 18, N.Y 
24 


Problems 


in Industrial Marketing 


By KEITH J. EVANS 


Personal Names on Mailing List 

We have been using personal names 
and titles in connection with the com 
pany names and addresses on our mail 
ing list. During the war, and after, our 
mailing list has fallen into such bad 
shape that we are inclined to give up 
the personal name idea and simply ad 

ess titles. Would you please comment 


on this point? ADVERTISING MANacer 


If you use personal names and titles 
you have a better mailing list than if 
you simply address titles or the com 
pany. If, because of the situation in 
your company you cannot matntain 
personal names on a very accurate 
basis, it is better to give them up 
Certainly it is better to simply address 
i title or company than to address a 
wrong nare You should determine 
wh ft 16 prac tical for your company 


ind then plan accordingly 


Getting Inquiries For Booklets 


me know which method 
most practical to get in 
catalogs and be 

ial products 


a question that we cannot 
wnewer on a general basis. If vou have 
i special data book or catalog that 
s very important to you which you 
wish introduced to the right people 
« better to place it on the 


reonal presentation by vour 


present 


pages with the custom 


ot justify 
r vour sales 
s better to send 


vffer it in vour 


letter to a selected mailing list. When 
seeking wider distribution bevond 
your salesmen’s calls and your mail 
ing list and you do not mind giving 
literature to a certain proportion of 
curiosity seekers, then it is satisfactory 
to use magazine space. The question 
might be asked as to which method 
is the most economical but we rather 
believe the job should not be placed 
on this basis 

Consider the most effective way of 
getting the material into the hands 
of those who can influence business 
for you in a way that will cause them 
to evaluate and use your literature 
Are Space Rates 


Getting Too High? 


We have been having a debate in our 
company on the value of magazine space 
versus direct mail, One of the principal 


arguments ot general management 
seems to be that rates are getting to be 
so high per thousand that we might 
just as well get out direct mail pieces 
and in that way get much more for our 
money. Direct mail pieces come in alone 


and full 


only o sance in many hundreds of 


ittention, while we have 


having our advertisements seen in a 


business paper. I would appreciate ar 


Uuggestions from you of 


guments of 


either side ApveRTiIsING MANacer 


It is true that space costs continue 
fact that 


to 
the cost of some basic raw materials 


go up regardless of the 
ire coming down. We. in advertising, 


must not let general management give 
us the idea that this situation applies 
,dvertising. However, in a 

inv cases increases in mag 

zine rates have been deferred and 
ing up at a time when it looks 
ough they might better be coming 
low This situation, | am sure, is 
udvertising men 


understood well by 

th ugh often not understood by man 

igement 
Of course 


wl ile 


noted that 


vdvertisir rates have advanced 


sharply, rates per thousand, in most 


ses re ! h vher than pre war 
Th smr ft always inderstood 


When the cost 


equal the cost of a 


{f space begins te 
rood piece of di 


{ mil l on Page 95 
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In the petroleum processing industry... 


they read it.. prefer it 


More than 2,800 key men who recommend, specify Petroleum Processing has been able to rapidly 
and buy refinery equipment, materials and special capture reader preference because of its alert 
services the largest number ever to express editorial policies. Its specialized content includes 
a preference concerning refining magazines tailor-made articles designed to fit individual read- 
told Fact-Finders Associates, Inc., that Petroleum ers’ current needs, and balanced subject interest in 
every issue. A preponderance of exclusive material, 
combinations of purchasing influence of practical, rather than pedantic character, and 
For example: 1,834 engineers, superintendents comprehensive staff reports are presented in pleas- 
and foremen, the men who influence the selection ing, readable style. 
and pure hase of refinery equipment, stated that 
9) 1, of them read Petroleum Processing 


$1.3°7 of those who read it, prefer it to all other 
| 


Processing is the first choice of refining men in all 


It is paving more advertisers to reappraise their 
media values in the refining market. Ask your 


Petroleum Processing representative to give you the 


re Sanden wuublications 


£ facts on the fastest growing magazine in this field, 
This preference is greater than that expressed 
for the next highest of the four competing 
books surveyed 

To many buyers of space, it is difheult to realize 
that a new publication has taken over top preference 
in a field which older publications have dominated 
for 20 to 40 vears. Petroleum Processing has doné 
exactly that. Its greater preference among re 
ming readers has been attained in the short 
three years of its existence This rapid de 
elopment has completely upset established 
media values in re whing th petroleum proc 
essing market 


© Greatest Market Coverage 
Top Reader Preference 


@ Lowest Cost Per 
1000 Readers 


HOME DELIVERED! Fighty per cent of Petroleum Processing's 
readers receive their copies af home. The convenience 
of this home devivery hos stimuloted rapid growth in 
reader preference. |! affords leisurely reading, greoter 
concentration on both editorial and advertising poges. 


1213 West Third St., Cleveland 13, Ohio ... Offices In New York, Chicago, Philedeiphic, Houston and Los Angeles 
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“We find in POWER 
.. the helpful information 
needed on plant design 
and equipment.” 


W. R. Townsend, Chief Engineer 
Charles Pfizer & Co. inc. 
Brooklyn, New York 


“Engineers who are responsible for the design 
of power-service systems have to keep fully 
informed of developments in plant design and 
equipment. The Engineering Dept. of Charles 
Pfizer & Co. Inc. has always found in POWER 
the helpful current information needed in this 
respect. 


“In our new plant at Groton, Conn., we have 
incorporated every improvement adaptable to 
our processes. In addition, adequate steam, 
electric and compressed-air generating and dis- 
tribution facilities are provided to meet antic- 


ipated expansion.” 
So says Mr. W. R. 
of Charles Pfizer & Co. Ine.. 


and most progressive chemical and pharma- 


Townsend, ( lef Engineer 
one of the oldest 


ceutical manufacturers in the country. 


Mr. D. C. MeClain, Director of Engineering. also 
a reader of POWER for many years, supervised 
the construction of the Groton Plant. This new, 
expansible plant includes, among hundreds of 
other features, the following items: 


Iwo 115,000 Ib-per-hr steam generators 
Two 2,500-kw turbine-generators 
Iwo reducing and desuperheating stations to 
provide auxiliary-drive and process steam 
Automatic ash removal system 
(present operation is on fuel oil) 
Continuous 27,000 lb-per-hr blowdown system 
Automatic combustion control and boiler 
instruments 
Water softening and treating systems 
230,000 Ib-per-hr deaerating feedwater heater. 


This is typical of the tremendous opportunity 
advertisers have to reach the leaders in the power 
field — the men on whose shoulders rests the 
responsibility for designing, building and mod- 
ernizing power systems in every industry. 

As always, the men who make the decisions on 
specifications and purchases find a professional 
mainstay in POWER. 


POWER delivers the advertiser's story to the 


men who can deliver the orders. 


sales power in the power market 


SERVING 
THE LEADERS 
IN THE 
POWER FIELD 


SINCE 1882 


A McGRAW-HILL PUBLICATION 
330 West 42nd Street, New York 18, N.Y 
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» business hA re 
plans r re i > awards are in the 


news every day! 


en ACP Reg ne 
read re 


7 Jo the , 


ns < se 


j news rep rted 


ne of the bia reas s why 2 UU0 construction men rely 
» ther ACP. Reaionals first for the news! And a miahty 
good reason why these Re gione Construction pepers 


should be at the t C } your sells 19 plans in 1950! 


READ BY 62,000 CONSTRUCTION MEN 


Send For Book 

THE SALES POWER OF ACP 

Write to 
G. L. ANDERSON, Secy 
Associated Construction Publications 
1022 Lumber Exchange Bidg 
Minneapolis, Minn 


ASSOCIATED CONSTRUCTION PUBLICATIONS 


INDUSTRIAL MARKETING, January, 1950 





ELECTRICAL MANUFACTURING EDITORS AND ADVERTISERS HAVE A MUTUAL INTEREST IN 


Relating Materials and Components 


TOMORROW'S PRODUCTS ARE 
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fo Product Design Applications 


Selection of materials and components to meet specific application requirements 


is a vital factor in the design and development of all electrically operated products. 


Here the performance requirements are most critical and stringent. Electrical 
circuits, mechanical linkages, electronic controls, all of the operating elements 
in the product call for a close coordination of the designed-in parts. Materials, 
metals and finishes must measure up to well-defined objectives. Their properties 


and characteristics must match the precise needs of the application. 


The editorial pages of ELecTRiICcAL MANUFACTURING provide practical help and 


guidance for the engineers and designers who control the specifications of all 


electrically operated machines, appliances and equipment. Every monthly issue 


features articles that deal concretely with matevials and components for designed- 
in use. Each discussion is pointed to the technical interests of the makers of 


electrically operated products to whom this publication is specifically directed. 


Advertising in EvLecrrical MANUFACTURING can be tailored to the information 
needs of prospects throughout the broad field of elee- 
trically operated products. Advertising can talk 
the language of these buyers: it can relate 
products to their application needs 


doesn’t have to generalize. 





Thumb through the current issue 
and you'll see many examples of this 


effective reader cultivation. 


THE 
GAGE PUBLISHING 
COMPANY 


1250 Sixth Avenue 
New York 20, N. Y. 
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McGraw-Hill International magazines’ reader in- 
COS T CUTTING mums quiries have been boosted to an all time high by 

our publishing a continuing series of editorial arti- 

cles on COST-CUTTING — management's No. | 
Our McGrow-Hill problem the world over .. . The January 1950 issue of the McGraw-Hill 
DIGEST will include a 24-page editorial bonus on this timely problem . . 
And the Editors will continue an all-out job in the March 1950, 32nd An- 
usual careful year-end nual Preview Issues of Ingenieria Internacional INDUSTRIA and Ingenieria 


Internacional CONSTRUCCION. 


Economist, after his 


analysis, is predicting 
thet over-all U. S. ex 


ports will be down in 


1950 (mainly foods) # 

but exports of machin- Vi cG raW= Hi 4 ' H 
ery will be 20°/, ahead 

of 1949 


JANUARY 
The McGraw-Hill DI 1950 


GEST is read by 30,- 
000 Key monogement TABU TIRT S00) (0 12300 (Ce 
men overseas who will 
be mainly responsible 
for placing the orders 
for this increased bus 


mess 


Let us show you the 
experience record of 
individual advertisers 
in pulling inquiries 
from the DIGEST ou 
dience — and their 
own analysis of con- 
verting these inquiries 


nto sales. 


@ 


Table of Contents—Page 3 


McGraw-Hill International Corporation 


ADQUARTERS FOR BUSINESS INFORMATION © 330 West 42nd Street, New York 18, N. Y 


BS-Adontc, Boston, Chicago, Cleveland, Dallas, Detroit, Los Angeles Philadelphic, Pittsburgh, St. Lovis 
Son Francis Wash rgtor Buenos Aires ndon, R Je anier Mex City 
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INDUSTRIAL MARKETING 


JANUARY, 1950 


Industrial Advertisers Plan More Direct Mail, 


Business Paper Space in ‘50 t'sine inci nl cd fanaton 
In the group o 55 planning to 
use more salesmen, 129 gave actual 


figures Sales staffs in these compan 


@ Forecast 19% Sales Increase ice are expected to increase an average 
By BOB AITCHISON, Editor of 18.1! the median, 10% 
Will Woo Distributors, Jobbers 


A 19°% sales increase is forecast for 1950 by industrial advertisers participat inert ite: Mate leieee” Came of 


ing in INpUsTRIAL Markerinc’s third anaual survey of advertising and sales 
, e 1950 will be the distributor and job 


promotion plans 
4 ber. Management, well aware that bet 
Facts and ligures show that management is not i ily wishing for more business “ 
ter distribution results in more sales, 
but will take well planned steps to create sales The survey revealed that 
will take definite steps to increase both 
, the size and efficiency of its distrib 
e 7 i > 
55 will increase advertising appropriations utes jobber dealer stracture 
@ 58°, will use more salesmen. Of 236 manufacturers replying to 
© 58%, will add more distributors, jobbers and dealers the question, “Will you add more dis 
@ 53° will use more direct mail. tributors and jobbers?” 136, or 
@ 27°, will use more business paper advertising. 7.6% said yes. In the same group, 
@ 24°, will provide more advertising and sales helps to 


distributors, jobbers and dealers. the same 
panies reporting indicated any plan 


100, or 42.4% expect to operate with 
number. None of the com 


[hese findings are based on more up their ad budgets for 1950. Another to reduce the size of their distribution 


than 200) replies to 1,;00 mail ques %. or 31.7% said that their 1950 ap set-up 
nnaires i respons« {t lo5 propriation would be the same as Percentage figures were provided 
Or 2 manutacturet nswering 1949. Thus more than 86°%. or 17 out by 80 of the 136 manufacturers who 

the question “In 1950 do you expect f 20 plan budgets that will equal will increase their distribution or 


our sales to » up or cde 194 exceed last vear's figure ganizations The average company 


r UA expect ar ere 19, or ompanies replying with specific planned to take on 16.77 more dis 
think that sales | hold at percentage figures indicated an aver tributers and jobbers. The median 

the 1949 level nd only 32 or 11.6% ige imcrease { 25 median 15> percentage was 10 

oresee a decline Briefly. almost nine Oiniv 36. or 13.4 plan to decrease 

New Advertising Activities 


ut of ten companies expect | 1 sales ther appropriation 


equal or exceed those of 1949 Most industrial advertisers reply ing 


Vore Salesmen ' 
» the questionnaire will be more ac 


Among the 194 looking for a sales 
164 gave tual figures With buvers 1 longer wining and n certain phases of advertising 
Sto LOO he erag dining sales managers to get delivery ind sales promotion und are quite 
wa . the m mn scarce pt lucts. the salesman is definite as to what these activities will 
vack in the picture stronger than ever bee 
—_ ; Three out of five manufacturers in More than 200 repl ed to the ques 
5 Increase Appropriations il att tai tall oi lias blah shen, “What cow or expanded aden 
Ay parently eter ned make en in 1950 y and sales promotion activities 
‘ 149 fF You inswe ation will vou undertake 7 19507" An 
l repiy Will vou have more o “ swers indi ate good times the ud for 


reas nen in 1950 than iv 2 55. « the printing industry which had a 


ir advertising rand said that they i emo comparatively rough yeor in 1949 A 


it they would 1ty ; | er thumping 3 107 I] use more di- 
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rect mail 
be 


time 


a substantial number will 
this the 


many 


using medium for lirst 


in 
The 


quite 


years 


business press, which had a 
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better, 


oup 
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satisfactory 
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will 
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n supplyis 
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Fuller & Smith 


“ 


ippropriations 


ients 
distributors 


better 


1oO50 


© Ad appropriations up, along with greater 
use of direct mail, business paper space. 


Agencies Emphasize Salesmen, 


Distributor Training in ‘50 


MARKETING’S 


ur ind comparat constant 


ly We 


gin 1950 mus 


ve j 0 t 


are istrial advertis 


sure 


han 


that 


igencies 


sccounts reveals t be rate and clear in 


cles veo ) stro 2 
divertisers are increas feSCT I n of and rong in 


sales influence Most industrial goods 


are 1 if desirable 
hac maintained 

reas advertising n | its share f the 
Also EY, 


increase 


ow m good supply ance 


ny of 
det) 


mail 


the nation’s 
logs of orders are to hx 
nite ine 


ex selling load EN | BiL.inest 


an ode rate 


dent 


usiness paper space 


id already under way 


Glenn, Jordan & Stoetsel, Inc. 
copy will use nd for 19 


figures attention to 


1) is to paying more 


ts and closely 


taking 
advertising 


ind working more 


ore intormative with top management who is 


te . " ‘ 
ire recommending i greater interest in sale 


and distribution problems 

Ay propriatior 
than last year. More 
being used in 


hecome more active 


figures are as high or 
jobbers and higher space is 
“ivertising and papers reaching 


top mar 
Phere 


ik 


emet 


will increase 
to 
distributor 
activities 


H 


in 
mt « entio#r en the 
g and 


tramin 


will 


Ww 


salesmen 
nerease 


STORTZEI 


Buchen Co. 
Advertising bu 1950 continue 
r man 


1949 


same 


tram 


H. Mors tal part of 


& Ross 


hat te 


se im pr 
below 
plant fa 
om 25 
will be 
works 


eed 1949 expen 


ear where « om 
ful 


inction 


i care study 


tt as an 
ffective ales 


program 
’ FON Morcaw 


INDUSTRIAL MARKETING, January, 1950 





Klau-V an Pietersom- 
Dunlap Associates 


The amount spent for industrial ad 
vertising will remain substantially the 
same in 1950. Television cannot be ex 
pected to influence industrial advertis 
ing, and other advertising media remain 
generally unchanged 

We predict more competitive 
appeals, using product comparison 
New products will be introduced requir 
ing fresh, new copy appeals with direct 
There will be far less 
use of “public relations” techniques 

We have always advocated that clients 


copy 


sales messages 


be active in the idea of extensive sales 
training. and will continue to do se 
Generally, salesmen must be given more 
selling materials to use in their jobs 

plus advertising which is saying the 
same thing as the salesman in his per 
sonal contacts. This means greater co 
ordination between sales and advertis 
ing departments with research into buy 
Warren F 


president and treasurer 


ing trends, marketing 


DUNLAP 


Mac Manus, John & Adams, Ine. 


A number of our clients are increas 
1950 


a recognition of 


ing advertising considerably in 
This is due in part to 
the necessity for increased selling effort 
and also to the considerable expansion 
of manufacturing activities. There is no 


significant change in the advertising 


media. The type of copy is already on 
a hard-sell basis and obviously will con 
tinue in the same way.-R. A. Brewer, 


vice president and general manager 


Gray & Rogers 


If the 1950 plans of our industrial 


clients are not upset fancied or real 
changes in basic economic conditions 
they will «pend more for industrial ad 
vertising this vear than last 

The primary reason is a more general 
recognition that aggressive consistent 
advertising can be a compelling sales 
tool when buyers have the 
- 


ipper hand 
ange notice 


luring 1949, for 


opy appe als w 
ibly from those 
full cognizance 


factual 


last years app 
of the buyers’ mark w being 
and aggressive. Where 949 appeals 
failed 


lack of 


when they did was in their 
continuity 

There is a more apparent desire on 
us dig 
sdvertising, 


the part of our clients to have 
beneath the 


to make recommendations vering per 


surface of 


sonal and printed salesmanship, market 


relations creative 


public 
lerome B 


esearch 


publicity (RAY 


Russell T. Gray, Inc. 


We find that our clients are spending 
about the same amount of money as last 
year and contemplate doing about the 
same kind of a job with the possible 


exception that there will be an increase 
in the direction of more direct mail 

I think that undoubtedly 
manufacturers are going to have to look 


industrial 


of better sales training 
These 
made up to a great 


into the subject 
on the part of their sales force 
organizations are 
percentage of new men, some of which 
have never known competitive selling 
This is going to call for better training 
and better catalogs, and more pressure 
on the dealers 

There will also be further interest in 
fringe markets in order to build up the 
total sales, which in many cases, has 
been reduced by satisfying the main 
markets.._H. A. Scriener, president 


VanAuken, Ragland & Stevens 

1950 will be a good year for indus 
trial and trade advertising. Many man 
agements have taken time to reorient 
their thinking and with this now an ac 
complished fact they are ready to ac 
tivate constructive plans for increasing 
sales pressure 

They are going to expect a lot of as 
sistance from their advertising effort 
are going to watch it more closely from 
top levels, and expect measurable re 
their worth 
markets they will be ex 


sults. As programs prove 
in buyer's 
panded in scope and increased in num 


ber.—B. F 


STEVENS 


The Bayless-Kerr Co. 

About the same amount will be spent 
for industrial advertising in 1950 as in 
1949. If any change, it will be less. I 
see no new advertising media or methods 
likely to he 


industrial field 


used te any extent in the 
Next year there will be 
1 change in copy appeals, with more 


selling copy being used 


I think that more 


given to markets and to 


attention will be 
market studies 
next year: that there will be better 
training of salesmen. assisted by sales 
portfolios, visual aids, and other means 


H_ D. Kerr, president 


Carr Liggett Advertising, Inc. 

Appropriations for next year are 
varying, not following the same pattern 
A few clients who reduced their adver 
tising the latter part of thie vear are 
increasing their 1950 programs over the 
reduced basis but not at the rate they 
started out in 1949. However, in one or 
two instances we have definite increases 
set up for next year over 1949 totals 

No startling changes in advertising 
media or methods are indicated. I think 
there will be more extensive use of di 
rect mail 


We have 


clients that they become more active in 


suggested to some of our 
lirect mail and in closer coordination 
of advertising with personal selling 
Carr Liccert 
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Shrout Associates 

We find consistent slight appropria- 
tion increases from all of our clients 
This increase, however, is reflected 
more from the introduction of new 
products than from any specific change 
in sales or advertising policies. There 
is some diversion of funds from two- 
color to black and white ads because 
of disproportionate costs 

Our clients are definitely attempting 
to decrease production costs by use of 
offset lithography and a tighter control 
of mailing lists. Continuously increas 
ing coordination between sales and ad- 
vertising department is evident.—J ames 
E. Surovut 


Comstock, Duffes & Co. 

The outlook for 1950 is encouraging. 
The industrial advertising dollar must 
work harder than ever before and this 
in itself is good since it will emphasize 
the importance of industrial advertis 
ing as a key sales tool. With the job fac 
ing industry in 1950, the power of well 
planned industrial advertising will really 
be recognized by management.—Henry 
W. Comstock, partner 


J. M. Mathes, Inc. 

We expect more money to be spent 
on industrial advertising in 1950 than 
was spent in 1949. A few budgets may 
be decreased slightly, but others will 
be increased greatly in accordance with 
the law of supply and demand: com 
panies which have expanded consider 
ably since the war and those with new 
and improved products, are 
expected to undertake aggressive sell 
ing campaigns. Advertising may be de 
creased slightly, on the other hand, on 
those few in limited supply 

4 more careful selection of media is 
anticipated. Copy will be more sharply 
focused, especially that used to sell new 
products New products plus the high 
turnover in key personnel will dictate 
more explanatory and educational copy, 
which is at the same time aimed straight 
at the needs 
Antuur F. Monrot 


post-war 


products 


prospective buyer's 


Fred Wittner Advertising 

On the average, our clients will spend 
ipproximately the same sum of money 
for space advertising in 1950 as they did 
in 1949 

Direct mail will be a factor in our 
client’s advertising operations such as 
it hasn't been in the past ten years. Bet- 
ter handling of inquiries and more in 
telligent required 
throughout the next decade in order to 


follow ups will be 


produce sales 

The job for the industrial advertising 
manager and his agency in 1950 is three 
fold: prepare advertisements that will 
pull, be ready to answer the inquiries 
with more than just a brush and a prom 
ise, and see to it that the sales force has 


(Continued on Page 118) 
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Farm Equipment 


Farm equipment sales for 1950 are 
expected to total from $1.35 to $1.4 
billion (wholesale). The principal de 
cline from an estimated 1949 volume of 
$1.52 billion is expected in export sales 
normally about 159% of the total, as a 
result of the British pound’s devaulation 
Domestic sales should be more than 90% 
{ 1949 volume, which was but slightly 
below the record year of 1948. Short 
es still continue in larger sizes of 
tractors combines, corn pickers and 
pick-up balers. Shortages of other items 
were apparent at year's end, as result 


of steel strike, but loss is expected to be 
wercome in first 1950 quarter. Present 
prices, less advanced over prewar than 
those of comparable industries, are ex 
pected to hold during 1950. Declines 
ire improbable in face of increased pro 
luction costs and possible ater ] advances 

H.F Everert, Implement & Tractor 


Gas 
Reasonable and comparatively steady 
ites and a minimum of labor troubles 
n 1949 have bolstered the inherent ad 
vantages of gas to make it America’s 
ost sought after fuel The discovery 
of new reserves which outstripped sales 
hw 26 trillion cubic feet from 1945 to 
o4 
lespite anticipated sales in excess of 3 


8, will probably continue the trend 
trillion, a new record 

New transcontinental lines are open 
The most glamorous of all pre 
Texas 


ng up 
posals 

New England—are now under con 
Federal Power Com 


pipelines running from 


sideration by the 
mission A line to Buffalo is already 
nder construction: New York will get 
Staten Island 


Milwaukee 


many other sizeable cities will soon be 


natural gas next year 


ilready has it. Baltimore 


receiving if 
Manufactured gas, meanwhile, is pre 
paring to meet the invasion of natural 


widespread swing to higher 


luet one result of this 


with 1 
therm il v alue . 
hift will be a tremendous boost in sys 
permitting the addition 


With natura! gas 


tem capacities 
tf new customers 
being used as a mix in the northeast 
nanufacturing facilities will sturally 
have to be expanded 


Marketwise, the 
pender And with i 


industry is big 


owth, its cus 


Wustuasm W 


gr 
tomers are also spending 


( LARK, Gas 


Heating, Plambing, V entilating, 
& Air Conditioning 


Barring war, strikes with a national 
effect, and other politic il or economn 
onvulsions, we predict 

\ better year than 1949 which in it 
elf wa good 4 further mecrease in 
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A Bigger Audience 


Calls for Better 


The growth of corporations, small and large, has spawned millions of small stock- 


holders—o responsible, thinking segment of the American public. Where better 


to inform that segment of your full story than in the annual report, which 


by its nature is geared to one of the most compelling interests of the reader— 


his pocketbook. And while you're at it, if you dramatize and make the story 


understandable, you snag a substantial casual audience at little extra cost by 


distributing copies in stretegic places, ranging from newspoper morgues to 


barber shops and dentists offices in your plant cities. 


— ATIONS are required by 
A law to teil their ato« kholders spec 
lacts with certain Ume alter 

re end of their fisea u 
Once those vecific facts are tok 
there appears to be no limit on what 
may be added in a modern annual re 
port [here seems to be no limit of 
the number of ways that can be used 
And there also seems 
mn the distribution of 

statement 
There are » reasons for the mod 
innual repo | the increase 
the number of stockholders and, 
the realization that the corporate 
be one of the company s 
publi t lations tools 

r 0 years ago innual 
at with ul exception were 
statements to show that inde 
suditer had certifved the 
lance 
Such repor I tvpe 
illustr 


ol 


wee sel lom 


than bankers 


ANNUAL REPORTS can carry 


otter the 


trust execulives and ze investors 
Most of the big rporations in those 
"ays were owned by hundreds of stock 
holders who held thousands of shares 

Toda millions of small u 


hold odd lots of 15 or 20 shares, and 


yestors 


certain individual corporations have 
hundreds of thousands of stockhold 
ers. Thus, the problem of management 
in handling its shareholder relations 
has changed from the time when own 
ership of their corporations was domi 
nated by a handful of wealthy fam 
lies, bankers and financiers 

The accounting is now addressed to 
people in every walk of life, more than 
ralf of them women. and the majority 
f them with little 
orporate finance or even simple book 


or no traming in 
keeping. So the formal report which 
vdequately serves the requirements of 
the banker or the trained investment 
nalyst is just so much w istepaper tk 
the average stockholder 

Yet this audience of average stock 
holders is the very one management 
should want to reacl if it actually 


“ shes to spre ad : wholes me under 


y the company’s message easily and well. From 


to botto General Electric Co., Schenectady, N. Y., used stylized, full color 
how the scope of GE activities. American Type Founders, Inc., Elizabeth, 

4 special report to employes included a phonograph record, called it “a 

fre Thomas Roy Jones, (ATF’'s president) to members of the ATF 


Air Reduction ¢ 


New York, used line drawings on the cover to show 


and diversification of company’s business, offices, plants, warehouses. The 
m four-page folder is an old-style financial report. A mass of figures inside, 
ack page blank, this is the report of a company with assets of $157,653,974.59- 
not a small company Y 
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Annual Reports 
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By RICHARD H. BAILEY 
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slanding 
Iriends al 
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play in his office 

And so we find that where once a 
corporation treasurer when he had 


finally got his vear's figures together 
and audited 
told him to set up the job and run off 


take care of the 


just called a printer and 


enough copies to 
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stockholders, today we have hundreds 
of talented people spending their et 
tire time the year around working on 


ways to translate corporate languag 
into common English, hunting up new 
irt and layout ideas, and dream 


gimmicks. As 
the past 


ing up 
we ve serti if 
slice 


films, cartoons, phe nograph records 


a result 


year motion pu tures 


jigsaw cutouts, pop-ups and dozens of 
help make the 
corporate story understandable to any 
me. short of an idiot child 

The effect on the stockholder has 
been highly Presented 
with the right 
problems of management 


he be gins to take 


other innovations that 


satistactory 
report, he is able to 
grasp the 
And, understanding 
in active interest in the company and 
the extent that he be 
one of the 


ts produc ts to 
mes a permanent investor 
owners, rather than a transient specu 
iator in the stock 
Chis is very much to lesired, for 
reasons Whom th 
ment and the 


obvious owner 
have faith in the manage 
company's products, they stand by the 


management in crises they are wm 


PICTORIAL CHARTS were used by Burroughs Adding Maching Co 





mune to the nusrepresentalion 


olten rears in contests, and 


every one of them is a walking, talking 


pre AY 


idvertisement for the company and a 
salesman for its product. A corpora 
tion with stockholders like that finds 
market for 


‘ its securities, and 
doesn't have to worry about 


ready 
“street 
eriticism 
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Detroit, 


to explain cash operations at a glance and visually proportion expenditures in the 


page at left from an annual report 


Thomas A. Edison Co 


West Orange, N. J., 


used its report to explain how the company performs its advertising and sales pro- 
motion work, and showed typical ads (which ran in Time, The Saturday Evening 


Post 
1950 


Fortune), monthly letters to customers 


special bulletins, etc 
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McLean Trucking Company 
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UNIQUE FEATURE VS. GENERAL APPROACH—Despite longer copy in 
the two-color page ad by Union Twist Drill Co., Butterfield Div., Derby Line, Vt., 
the Read Most score was 19%, compared with 5% for the two-color page by Winter 
Brothers Co., Rochester, Mich. Probable reason was the way Butterfield emphasized 
one important, unique feature with two.illustrations of two different types of taps. 
One tap made the chips curl down, while the other made the chips spiral up out of 
blind holes. Illustrations showed taps in use, which Winter art does not. Further- 
more, although reading of copy often decreases when the illustration tells the com- 
plete story, Butterfield copy offset this with copy that tied in strongly with each illus- 
tration by offering descriptions and selling points 


GLAMOR VS. FACT—The artistic photograph of three band saws with high- 

lights against a grey background made the black-and-white ad by Simonds Saw & 

Steel Co., Fitchburg, Mass., pleasing to look at. But the stark, unpretty ad by 

L. S. Starrett Co., Athol, Mass., achieved twice as much readership in all classifica- 

tions. This was true even though the facts offered by Starrett were more of product 

lescription than of quality. Starrett put its name in bold type at the top. Simonds 
minimized the name and emphasized the illustration 
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Starch Tests 





Industrial Ad Readership 


ANSWER THE QUESTION—Auio 

tive Gear Works, Richmond, Ind., 

used a good illustration of an engineer 

figuring gear problem, costs. But pic 

ure seems to tell whole story, copy adds 

little. Copy begins with eight questions, 

nswers none. Ad achieved a Noted 

core of 19% but a Read Most score 

o ° of only 5%. The reader coubtless had 

READERSHIP SCORES DEFINED: asked these questions himself. What he 
wanted was an answer. The illustration 
hinted at a reader benefit but copy didn't 
cllow through. Another point: th: com 
pany name was associated with the 
py but not the illustration. While the 
SEEN-ASSOCIATED denotes the per cent of readers who said they remembered illustration was noted by 19%, the com 
seeing the ad and associated it with the name of the product or advertiser pany name was noted by only 11%. By 
READ MOST denotes the per cent of readers who read 50% or more of the copy eo thane aieiie aed 


have been increased 


NOTED denotes the percentage of readers who, when interviewed, said they re 
membered having seen an ad—whether or not they associated the ad with the name 


of the product or advertiser 


RELEVANT vs. IRRELEVANT— 
Whether a relevant or irrelevant illus 
tration does more to help your ad sell 
s highly debatable. But evidence in a 
group of lubricant ads is that the irrel 
evant illustration not nly catches 
more attention but can hold the reader 
to the copy. This places greater selling 
responsibility on the copy. Of eight 
lubricant advertisers, Cimcool Div 
Cincinnati Milling Machine Co., and 
Tide Water Associated Oil Co., New 
York, used irrelevant illustrations—a 
quartette and a cartooned cat and 
mouse—while the other advertisers 





used product or product-use illustra 
tions. Cimcool and Tide Water 
achieved a Noted score of 25%, con 
pared with an average of 8% for the 
other advertisers. Irrelevant illustra 
tions could be expected to reduce Read 
Most scores. But Cimcool and Tide 
water scored an average of 7%, com 
pared with 4% for the others. Copy in 
all ads was aimed at straight product 
selling 





‘Unit Cost’ Ils Your 


Real Advertising Budget 


You have set your budget at thousands or hundreds of 
thousands of dollars. But you and management may fare 


better figuring in mills and cents. 


@Hou nit cost” and of “management.” 


tf things like 


knowledge the suspicious 
Probably Teddy 


cartoonists of his day 


Roosevelt and the 


corporate account 

started the 

ng pro edures pr nduct costs and 
caricature of management as a nebu- 

profit possibilities can help the ad 


ous group of well-fed, well-clothed, 


vertising manager sella budget and thu lippe d beadvy-« yed, unfriendly 


the agency sell an account is dis men with built-in biliousmese and a 


total disregard for the welfare of the 
peopl 
It is 


management vs. the government; man 


ussed in this condensation of an ad 


in geneT al. 
lress to members of the Dotted Line 


ilways management vs. labor 


igement ws the educators: 


manage 


{ us cive ment re Management has 


something 


igh amy 


sing manage vem con ‘ imply i group in contest; a 


and space salesmet in the no . group he against. out 


‘ ontrolled 


negotiate | 


the annual fen match witl naneuvered © perhaps 
is usually called “management d re 
etlort to rease ' Al] 


for the co ing 


ulated 


sintain or une this constant hammering away 


spending money year at an idea (or caricature), this repe 


There are two signs of the season tition which is the cornerstone of all 
the first snow 


n the 


und the rash of articles successful advertising, has made ar 


nlve rimaing press on how to sell ipression, even on you You do not 


an advertisin of vou intimately connected wit! 


operation of the free 


budget to management any 
heen 
said ‘ Te to sell 
I do 

ther 


Since so much has written anc the enterprise 
sdmit any such feel 


find, if 


in the bathroom some 


management openly 


think 


tuff “ yvoursett 


svatem 


| end to abuse vou any fur ng. but | vou'll you 


with Six Simple Steps for 
the Rosas lay “ thout re 


ead, I'd like to 
bles if there ” a pT 


viding matter and think 
examine the 
thlem 
: hud et to management t t mer Fron 
you'll 


leep thoughts, that vou have a small. 

successful man 

that. I feel sure 
f the trouble 

nt fear of management— 

usked 

of being asked to 


leep-seated fear of 


thre ag 
yr.” “budget” 


observe. only 
“sellir 


rement.” 


Let's start 


questions we 
with “management.” newer, fear 
Most 
vr diti yned to he 


doubtful, a lit 


nstrate our economic worth, fear 
forced to 
nditic ne the 


Just what is management 
have heen 


little 


prove our state 


little afraid. a manner in 
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By WILLIAM MARSTELLER 


t nat 
x kwe 


which most advertising operations 


are conducted 
So what It is all 


of those, within or without a company, 


is management ? 


continuously engaged in making de 
cisions that affect the other employes 
or the owners of the business, or the 
customers or suppliers of the business 
Management therefore may be a mat 
ter of de gree but it is not a sharp 
of of 


e else 


line hetween a small gr up 


fix eres and dire tors. ar d everyvor 


i Part of Management 


The degree of 


individual matter, controlled by such 


management is an 


factors as ability, extra ef 


fort, luck or 


tion of several of these 


superior 
longevity 2 combina 
but manage 
ment functions g leep into the ranks 
and radiate outward to the company’s 
attorneys, its public accountants, its 
agency, and the people who sell it. 


Ir proper perspective, therefore, 
you automatically are a part of man 
agement, even though your position is 


that of a 


wheres to spen ! 


space salesman persuading 


ompany money, or 


copy that of 
panv’s products for sale 


ar gency man writing 
fers the « 
If vou wil take this concept vou will 
see that all this sales talk in our as 


sitions about how we must cam 
paign te ake the advertising man a 
part of unagement. is confused, 
wasted motion. He 


What we 


is already there 
he doing, col- 
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Timely, Accurate Reports 


of New improvements 


this type of engineering 


Three major groups of marine men are important 
to you in selling to the marine industry—ship de- 
signers, shipbuilders and ship operators. Among 
all three, Marine Engineering and Shipping Revieu 
gives you an effective sales entree based on an edi- 
torial service that is recognized as authoritative 
The decision-makers of the marine industry ar 
engi neering-minded—they work and live with en- 
gineering products. That's why they rely on Marine 
Engineering for specific information on develop- 
ments in their field Varine Engineering is their 
engineering paper devoted to engineering prob- 
lems—edited by a staff of editors who are trained 
naval architects. They look to it with full confi- 
dence for information on important trends and 
developments in ship design, shipbuilding, ship 
operation and ship repair 

It« easy to see why Marine Engineering leads in 
net paid audited cireulation— why manufacturers 
use more space in Marine Engineering than in any 
other marine business paper 

Yes, alert manufacturers are quick to recognize 
the advantage of this type of authoritative pub- 


Simmons-Boardman Publishing Corporation 
10 Church Street. New York 7. N. ¥ 
Terminal Tower, Cleveland 13, Obie 


1914 Minor Ave., Seattle |, Wosh 
290? Maple Ave... Dollas 4, Texcs 


7? W. Moarece $t., Chicago 3, Ill 
National Press Bidg.. Weshington 4, 0 
841 W. Sth St 


y 
yo 
4 


INDUSTRIA! MARKETING, January, 1950 


5s Angeles 


g report in g 


puts Marine Engineering out in front 


with marine men 


with manufacturers 


lishing. They find Marine Engineering the ideal 
medium for getting their product messages across 
to the men on whom their salesmen call—the men 
who buy, specify or influence the purchase of 


engineering products 


Let us give you complete information about Marine 
Engineering and Shipping Review—the marine 
business paper of engineering authority. 





Don't Forget the 1950-5] 


Marine Catalog 


The Marine Catalog is the marine industry's 
standard whereto-buy it guide, the place 
to feature your catalog data 

\ controlled distribution of some 5,000 will 
give you “point-ol-buying-action”™ represen- 
tation throughout the marine industry for 
two years at one low cost. Write for a copy 
of the leaflet “10 Wave to Make Your Cate 
log Data Click with Marine Men” 











MARINE ENGINEERING 


and Shipping Review 
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year sound | a lot of ad- 
vertising’ That un the exact 
mathematical equivalent of $1 per in 
quiry, or eight cents per product sold. 


dollars a ihe 
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If vou know unit costs, you'll make 
life a lot 
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A REPRINT—OF A REPRINT! 








from the December, 1949 issue of 


MODERN RAILROADS 


Many of our readers wonder how they manage to get such 
@ fine magazine as MODERN RAILROADS, without paying 
any subscription fee. The answer is simple. The 

following explanation will answer any 

questions you might have. 
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This article, which expicins why MODERN 
RAILROADS is given to qualified readers, 
is reprinted, with permission, from the 


September Issue of CHANGING TIMES — 
The Kiplinger Magazine. 
INDUSTRIAL MARKETING, January, 1950 


47 





if you’re selling to the manufacturing industries... 


SELL THESE MEN AND 


THE PLANT OPERATING GROUP 


aT 


; 7 


ey 


“BEAR DOWN 
ON 
PRODUCTION 
costs” 
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YOU'VE SOLD YOUR PRODUCT 


The Plant Operating Group is numerically 
the largest group of management men in 
the manufacturing industries. That's an- 
other reason why your salesmen need 
more advertising support to sell this 


group. 


Check for yourself in the plant organization you know 
best —compare the number of plant operating men 
needed to carry on manufacturing with the number of 
management men in any other group 


Or, examine a customer-prospect list —the men known 
to be buying influences. FACTORY has had the oppor- 
tunity to study the returns of surveys conducted over 
16 manufacturers’ own lists. In these surveys, all the 
recipients were asked to identify themselves as to func- 
tion. It was found that numerically there were nearly 
twice as many names of plant operating men on their 


lists as there were of any other group 


Because there are more plant operating men to be seen 
and sold by your salesmen, a greater share of the sales 
job needs to be done by advertising. And because 
FACTORY has more circulation and more readership 
in the plant operating group than any other industrial 
magazine, your investment in FACTORY should reflect 
the importance to you, and your salesmen, of the Plant 





Operating Group 


FACTORY 





MANAGEMENT AND MAINTENANCI 


A McGraw-Hill Publication, 330 West 42nd Street, New York 18,N_Y 


ABC + ABP 
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How Steel Is Distributed 


The steel industry's distribution system, tested by two war emergencies, has proved 


its effectiveness both in war and peace in breaking marketing bottlenecks for 


fabricator and manufacturer customers. A description of the system and some 


of its applications, gleaned from executives of leading steel companies and their 


distributors, is told in this latest installment in a series on industrial distribution. 


By BOB AITCHISON 


yor than 200.000 companies in 
: this country make things out of 
steel, using 65.000.000 tons of it a 
vear 


More than 80 of the total 


8 gulped down by big « i in 


output 
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cluding auto, farm 


implement and 


container manufacturers, railroads 


ind construction groups, who buy 
most of their tonnage in carload lots 
f 20) tons or more direct from the 
nills 

The remaining 18% 
1 lot of steel 


innually } 


to 20° still 
rimost 12.000.000 tons 
through 
2.100 steel distributors to buy 
Although 


the lel buyer is usually the small or 


flows approxi 
mately 


ers of lees than carload lots 


ize manufacturer, the large 
ilse find it necessary and 
buy part of their ton 

the local distributor 


froid Overstocks 


Obviously, the big consumers 
steel will buy as much as possible di 
from the mill for the 
that they can buy 
Nevertheless, even the best pur 


simple 
ut a better 
igents cannot forecast their 
nands right on the head, and will 
or more of their ton 
local distributor 


buy up to 20 
nage from the 

Because buving too much steel ties 
up capital, requires costly handling, 
and takes up valuable warehouse floor 
space, purchasing agents consider it 
1 sin almost as bad as buying too lit 
careful to 


Thus. even the big 


tle steel, and are extremely 
ivoid overstocks 
onsumers often buy 10 of their 
sheet and steel 


structural tonnage 


trom the local distributor—and pur 


chases of miscellaneous pieces and 
special alloy types make up the re 
mainder of purchases from distribu 
tors 

Generally speaking, the best steel 
buyer is the man who can purchase 
the largest portion of his require 
und still not end 
The PA who 


from the mill and 15% 


ments from the mill 
up with an overstock 
buys 85% 
from the loca! distributor is better off 
than the fellow who buys only 80% 
from the mill and 20 from his dis 
tributor 

The distribution set-up for steel is 
not at all complicated. It simply flows 
from mill to distributor to fabricator 
or manufacturer, and then to the ul 
Most steel reaches market 

mill-owned distributor, 


timate user 
through the 
or through the independent distribu 
tor 

A comparatively small tonnage ts 
sold by (1) mail order houses such 
as Sears Roebuck, or Montgomery 
Ward. who offer corrugated and gal 
vanized sheets, (2) co-ops suc h as 
farmer groups who buy roofing and 
siding sheets, (3) jobbers who serve 
sper ialized groups for example, cas 
ing, piping and structural steel for 


the oil and gas industry 


Prices Vary Little 


The typical mill-owned or independ 
stock 


a year, and 


ent distributor will turn his 
to four times 
carries a_ stock 
from $10.000 to $10.000.000 in value. 


from two 
ranging anywhere 

The independent distributor handles 
steel from a number of different mills 
At present, prices vary but little from 
mill to mill, however in normal times 
when steel producers are out looking 
for business, the smart independent 
distributor finds it wise to get prices 
from two or three different com 
panies 


Mills usually do n 


territories. and will sell to any dis- 


t grant exclusive 


tributer with a good credit standing. 
Some exceptions are spec ial produc ts 
which the mill sells to only two or 
three outlets in each area 

The iwerage distributor is not ex 
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Electrical Output, a yardstick of industrial expansion: 


Power generation continues to increase most rapidly in South-Southwest 


New Englend 


Middle Atlantic 


Eest North 
Central 


West North 
Central 


West 


South and 
Southwest 


% of Country's Gain 
4.3% 


16.8%, 


21.0%, 
7.7%, 
18.9 %, 


31.3% 


4-YEAR GAIN IN OUTPUT (Million Kw-Hrs) 


S. P. 1. gives you 
the intensive regional 


coverage you need for 


capitalizing your 
Southern opportunity 


SOUTHERN POWER 
Awd INDUSTRY 


Measurep By GAtns in electrical output, nearly one- 
third of the nation’s industrial expansion during 
the past four years has been accounted for by the 
South and Southwest. 1950 will be another big year 
of expansion and plant modernization. Look to this 
market as the most productive sales territory for all 


lines of industrial and power equipment. 


Because SPI covers problems, conditions and 
interests specifically related to the South and South- 
west, it is the basic publication for cultivating sales 
in this surging 19-state region. SPI's readership is 


unapproached by any other publication in the field. 


Use SPI to reach the buying power in over 10,000 
Southern and Southwestern industrial, utility and 
larye service plants. With SPI on your 1950 schedule, 
veu will get the dominant coverage you need for 
fully capitalizing your sales opportunities in this 


great and rapidly expanding industrial empire. 


Southern Power and Industry 


806 Peachtree $t., N.E., Atlente 5, Ge. 


 & 


TEXTILE DUSTENES @ ‘SOUTHERN POWER BinDUSTRY © 


INDUSTRIAL MARKETING, January, 1950 


SOUTHERN AUTOMOTIVE /2URNAL «© ELECTRICAL SOUTH © 





SOUTHCRN HARDWARE «© ‘SOUTHERN SULLDM@IG SUPPFLES 


© 


-~ 
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wire. This is consumer business, and 


prices 


ligures 


are above regular warehouse 


The larger stores buy from 


the mill, and the smaller outlets natu 


rally 


buy from local distributor 


Warehouse Centrally Located 


I he listributor s pl ace of business 


s usually a combination warehouse 


ind office building located in a mid 


wn district, reasonably close to 


plants. Such a location 


ustomers 
inimizes delivery time and costs, and 
ilso out of the high 


ative 


rent-heavy 
rea 

The steel buyer can assume that his 
stributor has a con plete stock, that 
good fast 


ost alwavs in 24 hours, and fre 


iality 1s und delivery 


uently in four or five hours 
justify that ssumption, the dis 
ind distribute 


stock 


types, 


r must assemble 
tonnage He 


of items of 
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many 
ind finishes. He must 
detail of 


1Vses 


the paper order 


past 35 years, war has 


the hasic sound 


steel distribution 
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rid War I. the govern 
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f war equipment 
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ncement 


if three rr pl 


led in order to get 


THIS was rapid delivery of steel 

around the time of the fivst world war 

Photo is from the files of Joseph T 
Ryerson & Son, Inc., Chicago 


back in 


was necessary to get a high priority, 


three submarines action, it 
and request a steel producer to halt 


regular production——just to run 
through the three special shafts. Be 
cause steel producers are set up to 
make just one type of sheet, plate or 
shafting at a time on a specific mill, 
it is both costly and time consuming 
to interrupt a production run for a 
special odd job of two or three pieces. 


After eight 


fusion, it was realized that the only 


or nine months of con- 


reasonable solution was to permit the 
distributors to carry reserve stocks in 
order to take care of all emergency de 
mands for war purposes 
Unfortunately history repeated it 


self in World War Il 


learn the same thing over 


and we had to 
The 
government again frowned on the dis 
tributor, 


he was a most vital cog in the war ma 


again 
but later came to realize that 


chine. 

More than 
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group thought and 


580 of the nation’s es 
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house Association 
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harm relations, (4) en 


courages ware 
house stocks. and (5) helps deve lop 


more efficient methods of servicing 
orders 
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distribution problems, results of 
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The track to sales. 


1. YOUR ADVERTISING, in authoritative process industries’ 
trade publicati will carry your necessarily brief message to 
isands of readers. This * 


many th ‘advertising rail” to sales 

builds company and brand acceptance while pointing up product 
superiority. However, if the reader isn't in the mood to buy or specify 
product at the time your advertisement 

re him, he will cull no factual data 

Instead, he will mirror 


your type ol 
flashes bet 
from it 


a passing mpression 


pas 2 cas 


2. YOUR SALES FORCE, no matter how large, cannot 


do a cornplete industry-wide coverage job of the 11,000 

top process industry plants—cannot be at all process 

industry plants at strategic times when specifiers are considering 
type and brand of product. Your sales engineers, 

before they complete any closing action, need 

help to assure them of invitations to step inside plants 


and confer with important buying teams 


3. 


when 


; 
” the Process J Ndustr;; 
A 


YOUR PRODUCT LITERATURE, 
made a part of Reinhold Catalogs ( 
CMC for materials 


CEC for equipment, 
takes the “inside rail” to specifying 
teams in many thousands of Dun & Bradstreet rated plants 
ir complete product story, for 12 full months 
kept within arm’s reach of these key men who 
wonsible for allocating in excess of three billion dollars 
lly for new facilities, for plant maintenance, 
and for development and research 
Your Reinhold Catalog staff — experts on 
catalog design, preparation and distribution to the 
process industries will gladly furnish you with facts on 


how you can make your 1950-51 catalog produce 
maximum sales. Now is the time to call in your Reinhold 
Catalog representative Reinhold Catalogs 

for 1950-51 close April Ist 


CHEMICAL ENGINEERING CATALOG 
CHEMICAL MATERIALS CATALOG 


REINHOLD PUBLISHING CORPORATION 


330 WEST 42ND STREET, NEW YORK, N. Y. 
CHICAGO «© PHILADELPHIA « 


CLEVELAND 
FORT WORTH 


BUFFALO 
SAN FRANCISCO e 


LOS ANGELES ¢ SEATTLE 
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ARCHITECTS received credit for the 

job in ad at left, while other ad told 

only location of the scene shown. Ads 

are from Architectural Record. In the 

issue checked, 74% of ads gave archi- 
tects credit 





It is the thinking im this organization 
that since not all of the architects who 
specify the company’s products can 
be mentioned in the limited number 


” of ads appearing, those who are not 

ho. ee 

with Geld Bond Solid Portition System Geasty of chase ; mentioned might well 
walls is their omission from the company’s adver 


resent their 


Ising 

The marketing executives of the 
mmpany thus have followed the prac 
tice over the years of mentioning 
either architects nor contractors in 
- heir ads, and in spite of this varia 
4 agiatdaneae ion from the usual procedure, they 
have had little reaction one way or 
the other Recetitly, however, the 
practice has been criticized by cer 
in architects who are important to 
the company, and so the whole ques 

tion is being reviewed 
Should Architects Get Credit Incidentally, while 74° of the ads 
n the issue of Architectural Record 
referred to mentioned the architects 
bd M f / Ad ? who designed buildings featured in 
1 n aq n u a Cc t u r e r S S . these advertisements, the number in 
luding the names of general and sub 
ontractors is much smaller. The ac 
tual number was 32 out of a total of 
66 ads in this gener ul classific ation, 
wr 48 compared with 49. or 74% 
which me tioned the architects Ap 


By G. D. CRAIN, JR. 


parently the contractors are less pro 


+ YOUL WERE to ask the average rT do not directly concern the de 


did motion-mi cle d th aT the iT professi i al 


reader of an architectural publi it { the building. But 74 
cation whether architects credits are nention the name of the architect : . rot , it clear 


ta Architeets definitely like this typ to the manufacturers that they too 


would like th public ty 


given in advertisements of manu 
turers in which buildings are featured if publicity. They are prohibited by 
t oul swrobabl . (HM course } code of ¢ cs 0 re f » 2 
he would pr ibly say f 1 th f the American Valuable Publicity 
His impression would be based 0 mstitute o Architects from advertis 
the fact that the maiority of su re ancl the public itv which 


n manufacturers’ adver 


One of the executives of the com 
pany which is reviewing its practice 


sional po on the subject of architects’ credits 
=e used ain tale thew adiaant ee ee said that some of the architects who 
the extra iad on @ beeilieete meeeen of have expressed displeasure over being 
ucts wank te the sitentlon omitted from ads featuring their 
shlic. Even though archite buildings have made it clear that they 

(re read primar ly by regard the publicity is valuable to 
member of the Dre fes them n a practi il sense. He also 
igreed that it is embarrassing to the 


1 


iblicized in these 
ve unable to supply pub 


prest'ge company to 
licitvy which its friends and sp cifiers 
in the building design field regard as 
highly rmportant in raring their pro 
nai stature 
Mavbe we are wrong in assuming 
it this matter is unimportent,” he 
needed “We have followed the 
of ‘no credits’ for a good many 


1 only recently have we had 
Continued on Pane 140 
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In your 1950 schedule, include 


<jucrtisers of fecieit covvicen teeight hauling equip. | OVCFAll Acclaim from Industry 


. at st lies and uipment, freight handling > 

ment, shipping supplies and equipme & Traffic World's Perfect Shipping Annuals 
equipment, as a matter of fact any product or service have, through the years, won high acclaim 
that has to do with the preparation of freight for ship from the transportation industry. Here in 
ment or the hauling of freight to destination will find part is what just one of the recent letters 

» top notch market in the audience reached by the l4th from an industry leader had to say 
Perfect Shipping Annual of Traffic World 
Surpassing all ther journaliatt 
These Perfect Shipping Annuals have won the acclaim achievement was the 1949 Traffic 
World Perfect Shipping Annual 
which I be ‘ ital the best col 
usual, there will be extra editorial features, extra distribution, plus a new feature aie “ ‘ a ‘ ~ an t eto “ 
of Buyers’ Directory Listing perf - shipping ever brought together 
ne cover lt ts reference 
Let us send you today, without obligation a new folder on this 1950 Perfect _ _ Get chenid be ta overs ¢ o 
Shipping Annual, together with market data and, if you like, a copy of last year’s portation man’s library In 1949 
Traffic W i did more, much more, 
“ivance Perfeet Shipping. lesides 
ating egain many extra thou 
sands of copies of its Perfect Ship 

’ 

New Feature — BUYERS’ DIRECTORY LISTINGS ing Annual, they distributed 25,000 


ny Careful cut-outs and 25 000 


of leaders in the indgetry (sce adjacent column) As 


annual Regular rates prevail 


The new Buyers’ Directory Listings will consist of names and addresses of manu rie am attractive Perfect Ship 
) the wn de " 

facturers who manufacture types of products discussed in various features. These p ; h : n : oo 
“ crt ; riat ete 

listings will be carried at the end of the features and all companies which have most influential transportation jous 


advertisements in the isswes will have asterisks before their listings referring the nal. the Traff extend our 
gratefu 


readers to the manufacturers’ advertisement in the issue. Feature articles with 

Buyers’ Directory Listings will be published on 1) marking and stenciling, (2) 

fibre containers, (3) nailed wood boxes, (4) wirebound boxes, (5) bags, (6) special 

packages, (7) inner packaging, (4) lift trucks (9) package conveyors 10) hand 

M Pete : 7 

World has been Perfect Shipping campaign 
nan for seve years and essumes that 


Reserve Space NOW—Forms close March 10, 1950 position for 1 ~ ly dag? + react dare 


trucks Ll) spec ial mechanized bandling equipment 


The atlases od the 43-year-old Trathc World are: Daily Teallie > 
World, Trathe Bulletin weekly, World Poru, Transportation Supply 


News, The Caollkge of Advanced Traffic. Technical Traffic talon 
mation Service. and a transportation book sales division. 


CHICAGO: 418 S. Market Sr. © 42nd St © WASHINGTON, D.C: &! 
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Reorganization Brings Sales 


Specialization at 


manujacturer developed an dd specialties Lhe deve lopment 


lepartment, with vari uses has been both the caus 

ult of the evolution of our sales 
us it is today 

zation ftollowed this pat 

general sales depart 

were created a distributor sales 

industrial sales de 


headed by a 
the vier 


lepartment and an 


partment, each general 


ager whe reports to presi 


‘ ! 
he 


irily to 


SOON AFTER Pearl Harbor, Libby 
sFord Glass C Toledo 


weorganized ts department t 


sells 
those markets and outlets 


stributor department 
(dwe 


aales 
cerned with construction and mir 
eet the ' wed for sales sp 

The industrial department first 
Pialization 

trated n all phases ol war 
eded to supply 

k and then assumed the duties of 

that war contracts 


the 
retained 


services 


aales Cis ther 
ranizatior 
s advantages 


market Th 
© of the policies a 


ther mundustrial mat 
At the 


(dw 


glass division 

ns-Ford we manufacture flat glas« 
und products that can be formed fron 
flat glas We 
nature of the product makes it 1 
work 


distributors 


fabricate whe the 


eary. with most of au 


processors OF 
Flat 


transportation 


used in vehicles 


glass is 


GENERAL manager J. M 
(left) confers with E. T. Law 
sales manager 


Johns 


turn distri 


» th 


construction 


} rror nd 
ippliances <a 
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Libby - Owens 


tt insport ation 


selling to sulomeotive other 


apph 


itl 


mcdustries, the 


Th oncertis glass processors 


those industries generally that incor 


porate glass into some type of mechan 
cal product 
A general idea of organization olf 


clar 


certaiu 


the undustrial lepartment ‘\ 


ty why we have idopted 


nethods of supervision in that depart 
nent 

Direct in the 
district industria 
oper 
field to our 


line under 
the 
nanagers, thus keeping 


the 
Perhaps that point should be 


ener ai 
manager come 
a direct 
lime trom 


otfice 


t mphasize d. since it eliminates all red 


general 


tape in matters of primary i Iportanc ¢ 
All other management relationships 
the district of 
the first of 


manager ke 


hetween general and 


fices are of staff nature, 
these being a regional 


the field 


with he adquarters in 


cated iv Six product man 
Tolede 
all transactions 
Other staff 


advertising 


agers 


play a major part in 


mvolving th er produc ts 


services Sth h is desigt 


press re lations sales ter hn al service 


ind market analysis are all woven into 


Continued on Page iw 
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In 1949 advertisers used 

more space in 

The New York Times than 

they have ever used 

in any New York newspaper. 
This is the 31st consecutive year 
that advertisers have made 

The New York Times | 
their biggest salesman 


in the world’s biggest market. 


How to Advertise to 


Business Men: 


Part 15 


Selection of the correct copy technique requires knowing 


| the pre-determined strategy, the audience you're aiming at, 


the layout you're going to follow. 


By HOWARD 


G. SAWYER 


4 pes COPYWRITER should have 
no difficulty selecting one of the 


16 previously discussed COPY tech 


Hicgques to ace mmodate both the strat 
ry \ he has decided upon ind the inter 


mat to wh ) " sag will he di 


Copy Techniques 


Tell-All 


Billboard 


News 
Declarative 
Checklist Quiz 
Expository Striy 
Technical Editorial 
Reportorial Service 
Testimonial Catalog 


Narrative Opinion 


job on the assignment at hand Let 
us discuss each of the « opy tec hniques 
Vews announcement of new prod 
uct, new features, new uses, ete 
Obviously, the headline should be 
predominant and it should state not 
only the nature of the news, but also 
the fact that it is news. (For one thing, 
the newness of your information may 
not be immediately apparent; for an 
other thing, the very word “new is a 
versal signal to “stop” ) 
Ne wes doest 


even much writing 


t call for fancy writing 
Announce 
1 little about it (just to whet 
then get out, leaving an 
further by 


In subsequent 


vestigate 
inquiry 
ell more ot your story 


your story will still be 


f revolutionary or al 

novel pr “<iuets or great im 
rents upon ¢ urlier models, it is 
t dramatize the announce 
paring the new with the 
pari how the prospect 


with how he suffered 


it is enough for the 


pening gun to state the news clearly 
and « mpl und ce pend upon the news 
nake its own Impression 


It is worth repeating here that a fact 


does not have to be new to be news; 
if it is new to the individual reader, it 
is news. News can also be “built into” 
an old product by putting a “new 
aspect” upon it, in order both to in 
troduce it to people who have not 
already encountered it (no matter how 
old it is, you can be sure many pros 
pects have missed it, and you can 
count on many more who are just 
entering the market) and to “re-intro 
duce” it to people who weren't suffi 
ciently impressed on earlier occasions. 
In such cases, you cannot, naturally, 
use the good word new nor indicate 
that what you're revealing was not pre- 
viously revealed, but you can give the 
impression of newness by some such 
means as were discussed under 
Strategy.” 
Declarative 


product des« ription, et 


offer of gain, straight 


Much advertising copy makes the 
nistake of addressing itself back to 
the advertiser, rather than toward the 
narket. 
erms of the advertiser's and not the 


It discusses the product in 


narket’s interest 
Most good copy with exceptions 
noted elsewhere) offers the reader a 
specific benefit to be enjoved as a 
direct consequence of using the prod 

uct 

What produces the benefit is second 
and in 
to the benefit 
itself. It is only when the prospect 
has e<socisted himself with the benefit 
that he will trouble himself to learn 
how the benefit is produc ed. and then 
ynlvy because of professionel curtosity 
estrgate the v slidity of the 
to make sure the benefit 
wetter deal than might be obtain 


Ty (both in importance 


order of presentation |} 


ile elsewhere 

The owner-benefit. let me 
important to the reader than 
It is the product 


repeat 
m@ more 
the produc t-qu ality 
cuality that pr duces the wher bene 
be sur but it is th 

that the readet will be 

1 cnen © pet “eee” 
owner-benefit should he 
tated in specific terms. “Ten per cent 
more produc tion” i< a better line than 

ore produc tion.” 

The benefit may be stated 
impersonally or personally 
factfully or emotionally 

That is, you can tell about the bene 

fit being enjoved by a third party who 
is typical of the market and identifi 


Continued on Page 133 
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—(T§ NEXT 


..eif yO 


How come? Because work on the 


y advertise t 


YEAR NOW 


o the packaging 


1951 


Packacinc ENcycLopepia has already begun 


market ’ 


edition of Mopern 


and, with this 


announcement, advertising space in the new book is open 


for reservation. While the Business Paper Section of Standard 


Rate & Data gives you many of the details, 


additional facts you will find helpful . 
: 


@ The Encvclopedia—a unique com 


bination of purchasing directory and 
handbook on all phases of pac kaging 
}’ il lished ant ually since 


bible” of 


has beer 
1929. It is. literally. the 


the $5,000. 000,000 packaging held 


O One of the proofs of the 
effectiveness o | nevel ypedia as 
an advertisu m im is the con 


mber of 


it. Here's 


tinued increase 


wl 


ment, capping machines, materials 


handling equipment...) 


Manufacturers of containers ( boxes, 


bottles, cans, cartons, crates... ) 


Packaging Services (graphic arts, 
custom packagers, designers, fabri- 


cators, molders...) 


. 


(4) The 1951 edition will be distin 


guished by a three-column format in 
f the two lumn arrangement 


place 
I 


As a result. we will carry from 15% 


here are some 


packagers will get their first tailored. 
to-measure study of the ways in which 
efhciency engineering can be utilized 
packaging 
Companies that sell conveyor systems, 
skids, fork trucks, stackers, 


tote boxes. loaders, and the like have 


to streamline operations 


pallets 


here a spler did opportunity to tap 
this difheult-to-reach market with sales 
stories placed in a section that stresses 


the value of such devices 


6) Fach advertiser in the 1951 edition 


to 206, will be accorded the privilege of de 


signating the specific sectior where 


more editorial text per page 
There were 85 advertisers in the 1930 edition 
There were 213 advertisers in the 1940 edition 5) An important new editorial fea 
There were 383 advertisers in the 1950 edition ll be a full-length section ot 


editorial content will prod ice the 


rreatest reader interest in the product 


| it the nation or service he is advertising 


you've already advertised in previous editions of the 


© der sou int 
= ines en Eneyclopedia, you will recall that the final closing date for 
each edition is April loth. You will remember, too, that it is 
good policy to send in your space reservation early since 


preferred locations are assigned as always on a first-come, 


Manufacturers of the raw nmiate rials } 
first-served basis 
of packaging (paper products, tin 


ink. aluminum, glass, adhesives, If vou haven't advertised in previous editions of MopERN 


plastic PACKAGING ENCYCLOPEDIA and would like more details about 


Manufacturers of pack wing ma the packaging market. the editorial scope of the book and 


chinery (cartoners, filling equip- the audience it reaches. just write us. 


modern 
packaging encyclopedia 


PUBLICATION 
NEW YORK 17, N.Y 


M 


A BRESKIN 
122 EAST 42nd STREET - 
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gta a4 your best 


for complete 
metalworking 
information 


_ STEEL 


@ ot 
~ THE PENTON PUBLISHING COMPANY © PENTON BUILDING © CLEVELAND 13, OHIO 
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} 
abel moma 


— — 


SIZI1 


Cul astemeant Conre 





JI 44 


customers look 7o eteEn 


@ Every week, the men you sell look first to STEEL for the information 


they need to improve production, lower costs, and increase their 
business. To more than 100,000 top metalworking men, these 
52 issues are a “weekly information service” that add up to a 


complete recc also provide 


their product 
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Employe Communications - Public Relations 


Pe industry's Relations with EMPLOYES + STOCKHOLDERS - DISTRIBUTORS - SUPPLIERS - NEIGHBORS jij 


By ROBERT NEWCOMB and MARG SAMMONS 


/ cede that setting the pattern is about 

| n d u S t r y C a n t S e | | | d e ag S as far as they can go; from there on 
in, it's up to the leaders in American 

communities to organize and to get 


by Talking to Itself monn 


general. They speak of group meet 


programs are unfortunately 


ings, of talks before typical citizens, 


” rm. of greate se 
1)' RING 1949. according to the had contributed most to supporting - - _ ee of greater use 
' “mployer-employe mmunication 
best available statistics in the the American way. America’s Future, 4 = "Al ‘ proye bea _ ad 
. devices. this 18 a little vague anc 
matter, approximately 50 organiza through local sponsorship of radio f , shen é , 
rustrating. because many people 
tions were functioning at fever heat programs, brought pertinent messages id | Le , “ah F ' pi 
wot . me r. r 

n the cause of “aving America on tree enterpr se info many homes. dow _ ~ oo “th mut dont 

now exactly how to go about it. 

Not only were most management The Transportation Association of ' , ns M { 

st summer the inol anulac- 
associations underscoring the free America rounded up 1,400 business - . . —_ 
‘ turers’ Association, with headquarters 
domes many independent groups en at a dinner rally in Chicago a few Ch held P led pul 
u nicago, held its tirst so-called pub- 
nor profit im structure. were carrying weeks wo. to try to spark action at ‘ — : apa -o 
ayy ater ray har lic relations clinic in a midtown ho 
1 torch the local community leve 
tel, and attracted a couple of hundred 
\ lot of them did a lot of good The local community and plant . : , ; 
copie at various executive “veils. 

Freedom's Foundation, which sagely level is where the American Way must _e - " . 


established itself at Valley Forge, Pa be sparked. Most organizations at 


made a number of fairly substantia tempting to bring the dangers into 


Some months later, encouraged by 
what the association considered a fa 
cash awards to organizations which focus so people can see them, will con vorable on eres the greup made an 
important decision 
Instead of creating a state-wide, 
general program on economics, the as 
sociation would create a “nackage 
show ti public and industrial com 
munication, and take the show into 
the smaller, local manufacturing dis 
tricts. It was a how-to-do-it perform 
ince, held at luncheon meetings, and 
th reactor was surprisir gly good 
Later this month the program is to be 
taken t number of kev industrial 
ities around [lin o that indus 
trialists in the «r communities 
wav see and hear 
The greatest resistance to all pro 
ums designed to preserve our free 
lies with the people they are 
gned eas ontially to protect 
business man. Groups of indus 
trialists are prone te herd the nselves 
iround » banquet table listen to 
peeches with which they are in entire 
ment oneur with the speakers 
MANAGEMENT and association representatives view display of employer-em that imme ite steps roust be taken 
ploye communications devices at a neighborhood clir of Illinois Manufacturers 
Association. Left to right: E. C. Logelin Jr., director of public relations, U. S. Steel 
Corp. Subsidiaries, Chicago, and chairman of association's public relations con 
nittee; Dale Cox, director of public relations, International Harvester Co., Chicago t or management conference 
Max Bass, employe publications manager, Caterpillar Tractor Co. Peoria, IIL; Col , ren tings were held 
John Slezak, president, Turner Brass Works, Sycamore, Ill, and first vice-presi- . n technia f 
dent, Illinois Manufacturers’ Association; James L. Donnelly, the association's 


und then proceed into the fresh mid 
ifternos ind forget all about it 


vr voiding 


: . f the 

executive vice-president and secretary. Mr. Cox, a panel speaker, won a first place 
award from the Public Relations Society of America for his contributions to cor mie : on em 
porate public relations during the past year Continued on page 98) 
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cov ered 
national 
in order 


*ACRN members 
better 
convention 
to present readers well- 
up-to-the-minute picture of 
trends and problems To 
give this continuing ACRN 
ndustry's edi- 


staff 


than one regional or 


; 


a week last year 
with a 
rounded 
business 
service 
maintains the largest 
torial staff by 

*ACRN editorial neage for 
10 months of 1949 totaled more 
than 52,000 col. in more than 
mbined to other 
publications in the field 

*ACRN paid 

l leads 3-1 


s members 


far 
the 
first 


the cr als ) all 


display advertising 
ver any competitor 

f ASHVE were 

told ently that probably no office 
irrently n planning or 

stage will be without 
ACRN as 
arket for 


buildings 
mstructior 
been 


air conditioning 


plugging 


Yacht Builder Enters 
Walk-in Cooler Field 


Annapolis Yacht Yard, 
through its Freezer Box Div 
of the ACRN advertisers in 
announcing its m el walk-in 
cooler to the knock-down, 
flexible newest 
developments in < lers 
like manufacturers 


knows that one of the qui 


this ripe nm years 


Inc 
is one 
newest 
lular j 
trade. This 
unit is one o the 
Annapolis 
other aggressive 
kest ways 
rough ACRN 


to mass markets is tl 


dealer ads 


APPOINTED 


ACRN reader G 
has 
nted 
of prod- 


Iwashita 


G. K. Iwashita 


COMMERCIAL REFRIGERATION 
DEALERS EXPANDING 
MARKET SCOPE 


INDUSTRIAL MARKETING, January, 


Chicago-Detroit 


Surveys Show 


What Dealers Get Lion’s Share 


All-industry Exposition 
Forecasts '50 Potential 
--Prospects Good 


ATLANTIC CITY, N. J 
representing all 


Over 200 
manufacturers 
phases of the refrigeration and air 
conditioning industry gathered here 
n November to show their new 1950 
lines and discuss sales prospects and 
problems for the 

not quite 
but probably bigger than 


coming year 


Consensus as big as the 
1948 boom 
1949, which is expected to be 
$3 billion final tallies are in 
Many improvements have been incor 
porated in new models to increase 
buying appeal. Producers announced 
new and larger 1950 promotion plans 
to their dealers during the exposition 
It was pointed out that there are 
obsolete pre 


over 


when 


still 5 million war re 


frigerators in use i mass market 

tself waiting t be tapped 
Westinghouse Electric Corp. in a 

ntury Review 


brisk 


pre-exposition Mid-Ce 


t the eve on 


said pec t 
business wr : ' the Fa 
1949 to co nue well into 1950. LIFE 


Magazin ly forecast a 


‘ 


tinual gr lustry through 


the next 


DETROIT ACRN sur 
veys being released this month ana 
two 


Two recent 


installations on 
commercial and air 
conditioning and found that the bulk 
of the pie is being gobbled by a 
handful of enterprising organizations 
Researchers also found that post-war 
installations nearly double the 
pre-war jobs 

In Chicago, for checking 
of each installation showed that only 
12 out of 152 competing firms sold 
almost half the machines installed 
While this did not constitute a 
monopoly, it did illustrate a concen- 
tration of sales power within a small 


lyzed years of 


refrigeration 


are 
volume of 
instance 


group of dealers 


FEWER DO MORE IN DETROIT 


Detroit analyses, tabulating jobs 
by type size of unit, customer 
and dealer, showed offices as leading 
air conditioning purchasers and food 
stores the biggest commercial refrig 
users. Fewer firms did more 
business in Detroit than in Chicago; 
only four dealers accounted for 
78.6 of the air conditioning installa 
tions. All are ACRN readers. Detroit 
refrigeration dealers who 
found to 


and 


eration 


commercial 
ire ACRN 
be doing 
the area 
Although not cor 
sales pattern, the 


subscribers were 
84.13 of the business in 
prising an exact 
facts con 
particularly 
interested in 


ndustry 
tained in the surveys are 
aluable to advertisers 


knowing how typical big-city sales 
type 
dealer 

report 
including pie 


curves, and 


vary by seasor and size of 


inits and 


rhe 
bulletin 


customer 


nplete available in 


form 


sales 


charts 
seasonal tabular 


breakdowns will be sent upon request 


(LEFT) 
water cooler in this intriguing manner. 


Frigidaire publicizes its new 


r an . 


Complete information on any of these 
topics. Check item ond mail to 


AIR CONDITIONING & 
REFRIGERATION NEWS 


460 W. FORT ST., DETROIT 26, MICH. 





“The Newspoper of the Industry” 








Editorially Speaking 


® How Good ls Your Advertising? 


The Associated Business Publications has an 
nounced the details of its eighth annual advertising 
competition, in which awards will be given for the 
most effective use of business papers by advertisers 
nterested in the various industrial, trade and pro 
fessional markets covered by these publications. Be 
suse of the importance of trade advertising—cam 
paigns addressed to retailers and other distributors 
i separate contest will be conducted for advertisers 
n this classification 

We are always impressed by the fact that the con 
litions of the ABP competition stress the demonstra 
tion of the effectiveness of the advertising ¢« ampaign 
entered. In other words, the advertising is judged 
not merely on its technical excellence from the stand 
point of layout, art, typog: iphy and copy but from 
the practical viewpoint of what it actually accon 
plished. That is to say, how well did it perform for 
the advertiser who spent his money for it? How well 
lid it enable him to reach his objective 

It has been some time since advertising men tried 
to justify their efforts on the basis of keeping the 
ompany's name before the trade, creating good will, 
building a favorable background for the salesmen 
ind distributors, and similar worthy but intangible 

vlay's realistic management is looking for 
at which the advertising should have 

This means setting up the objectives in 

and ‘ irefully 


ned pians to rem h the rY 


' liffveult t 


The NIAA 
literature of this subject 
« that for the Putman award 


wav toward 


lable business 
ther tactors 
sing effective 
ure their 


i re prese nta 


tisers attempt to measure what they have accom 


plished through promotion. 


There are intangibles in advertising, to be sure; 
but the more stress we lay on measurable perform 
ance, the more business-like the use of advertising 
will become, and the more profitable its use will be 
regarded by all of those “management men” whose 
job it is to make a profit for their stockholders and 
keep the company going ahead and strengthening 


its position in the economy 


® How to Save Money on Your Catalog 


A printer who is recognized for the quality of his 
work and the cooperation he gives to his customers 
was talking the other day just before going to see one 
of his most important clients, a big manufacturer of 
industrial equipment who is now engaged in produc 
ing a catalog which will cost somewhere in the neigh 
borhood of $250,000. This is no small sum, and 
represents a big percentage of the entire advertising 
appropriation of the company, even though the cost 
is spread over the several years during which it will 
be used 

The comment which caused the editor of INpus 
rRiAL. MARKETING to take particular note of the 
printer's remarks was this 

This company could save $50.000 on the cost of 
the catalog if it followed a few simple rules about 
the preparation of copy and its correction.” 

What is causing this conscientious printer's heart 
to bleed is the fact that copy for the catalog, much 
of it expensive tabular atte « set without regard 
to the actual dimensions of the page on which it has 
to run. This means that after con position has been 

ompleted, much of the type is killed and otherwise 
‘ hanged in order to get it into the allotted space 

Thus the printer's query, “Why can’t they figure 
the amount of type needed {i 
to fit. instead of waiting to 1 
proofs?” 

In these days f terrif hig po n costs 
this sirople quest n shoul , > necessar\ 
and it’s a serious reflection on the administration of 
udvertising funds that it should have to be asked 

Conserve your catalog and other adve 


propriations by getting yo money's Ww 


any standpoint 
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Basic Formula: TRANSPORTATION 


Transportat ( 


n was originally a simple matter of moving goods short 
As civilizat 


expanded and horizons widened, it became 


lem. An addition to the basic formula then 


became nece ry te ell the industry's facilities to the shipper 


Leaders in the field use the pages of Business Week for this purpose 


REASON Business Week reaches a highly concentrated audience of 


»aders who have a vital interest in transportat They are Manage 
ment-men executives who make r intivence mportont decisions 


RESULT: Business 


IGvertising than a 


W eek regularly corries more freight transportatior 


y other general business or news magazine The 


Justry k ws that B ess Week is ao good t 


y, because 


WHEREVER YOU FIND IT, YOU FIND A 


MANAGEMENT-MAN WELL INFORMED 


———q@“—-—--—_—_———_ - ——— — 


Freight Transportation Advertisers’ 
in Business Week 


American Trucking Associations 
As stron of American Railroac 
Atchison, Topebo & Santa Fe Railway System 
Baltimore & Ohio Railroad 
cage Bur ngton & Quincy Railroad 
go, Rock Island & Pacific Railwe 


( 
xy Co 


oad Company 
s. Steamshig 


+s & St. Lowis Roilw 
Miss Pacif 


y 
Lines 
New York Central System 
Norfolk & Western Railway ¢ 
Northern Pacific Railway ( 
Pacific Intermountain Express 
n American Airways 
woy Express Agency, In 
The Pennsylvania Railroad 


tal & Western Air 














... if you can only GET IN 
and talk to the RIGHT MAN! 


Ask any salesman. The doors of the most formidable prospects open 
easily when you know the man to see and can show that +e 


wants lo see you 


That's why N.E.D. ts one of the best friends your salesmen can have 
in these days of tough competition. N.E.D. gets into the worth 
while plants and is read by the men with authority to buy. But that's 
only the beginning. It finds the men who are ready to buy* and gets 
them to tell you who they are! 

Ihe direct od le e¢ads produced by NEW EQI IPMENI DIGES1 
make your s force more effective free them from “cold 
rospecting et them spend more time talking to live prospects 


ind « ” 


Ihats why men who want action are turning more and more to 
N.E.D. ane rtising that pays its way with results vou can see 
lhe compl tory is in our booklet, Hiow To Make Your Adver 


sing ofr der lt vou haven't re ceived t COpy let us know 


65,013 
COPIES 
rota! 
distributior 


immediately 


200,000 
READERS 


in 41,524 
PLANTS 


A PENTON PUBLICATION 
CCA! 
Penton Building 


Cleveland 13, Ohio 


arrows * 


Leven ature 





@ Sales Promotion Ideas 


Feommenr c ON CATALOGS © BOOKLETS © DIRECT MAIL © EXHIBITS @ MOTION PICTURES © SLIDEFILMS © Sales HELPS] 


YENERAL Electric Co., Schenex ° S ° 
DP tady. S sponsoring a versa- GE Traveling Clinic 
tile traveling clinic for reaching all 
segments of the lighting market, in S | | V . d B 
cluding industrial plents, offices, e Ss a r ! e u y e r Ss 
stores, schools and homes across the 
country a : i ie 
In a series of three-day stands in . i — tat & by 
cities and towns, the clinic will pre 4 
sent different lecture-demonsiration " ry 
shows before different buying groups 
For instance, the schedule for one day 


CONTRAST 


nay include a show for a group of 
ime Ma's 


lactory managers superintendents 
engineers and maintenance men Ti ; H Time 
the morning and a different show for Sir 
school officials in the afternoon. Each 
show is designed to offer lighting in 
formation and equipment suited only 
to the needs of the buvers present 
Electric utility companies are co 
operating with the clinic in schedul 
shows and arranging for audi 
ences The premiere showing was 
held in Cleveland, home of GE's lamp 
livision, and bookings in other cities 
now are being made ' ; ae ; 
The clinic will travel by motor van ‘ —— , / 


and will take a day to set up and a 

lev to tear down at each city. Hotel BASIC PRINCIPLES of good lighting are explained to office managers, plant 
superintendents and other buyers of lighting at General Electric Co.'s new travel- 
ing clinic. Instead of a hodge-podge of displays, each lecture-exhibit is changed to 
meet the needs of its audience. Local utility companies cooperate by arranging 
evelorama of booths with moder: for audiences of buyers, and contributing guest lecturers 


ballrooms will be used to house the 


clinic showings, which will includ 


lighting equipment whic! “" 
changed for each different 
buying group 


Sales Planner Coordinates 





Schrader’s Distributors 


A 32-page sales planner has been 
prepared by A. Schrader’s Son, di- 
vision of Scovill Mfg. Co., Brooklyn, 
to help acquaint distributors more 
completely with the company’s market 
ing plans. 

The planner, a two-color, plastic 
bound, I1x14” booklet, = these 
plans in one complete package. It tells 
the distributor when and whe Tre na- 
tional advertising will be done, and 
how and when to tie in with that ad- 
vertising through such sales aids as 
literature, electros, mats, letters, cata 


logs and blow-ups. The planner makes 

SCALE medel is used to demonstrate 

good and had arrangement of school PLASTIC-bound booklet stimulates, 

room desks, tables and lighting to and use these aids. educates. A. Schrader’s Son's distrib- 
school officials. The opening spread offers a nine utors 
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it easy for the distributor to order 





summary of material in the 


nt 

planner and a list { business papers 

urrying Schrader ads. In the me xt 12 

pages devoted to ads and literature 

hand page is headed “Our 

t reproduction of a 

ind lists the publica 

will appear in Lach 

hand page, captioned Your 

pictures a suggested letter and 

a folder which the distributor is asked 

to send ts prospective customers at 

the time the ad runs. He is advised t 

send the letter under his own letter 
head 

The remainder of the plannet holds 

sample sales aids, Three order forms 

ure inserted in a pocket in the hack 

John Falkner Arndt & Co.. Philadel 


phia agency, handles the advertising 


Promotion, It's Wonderful! 
Suppliers Do It with Candy 
( dy seems to he ex 
vogue a8 a ine ins of promoti: 
trial products 
Iwo ce npanies used 
arate listinetive waves ! 
holiday 


ia Transformer ¢ 


prose luring the 


mulacturer 


! 


BOWLING SHIRTS with animated 
in with national advertising have been 
Tool Co. Los Angeles, to pr 
tools. Company bowling teams 
tools. Each bowler wears tool 
Orangareches and Wrenchunds 


Cartoons have appeare 


66 


THROWING CURVES might be a good term for this promotion which Massey 
Harris Co., Racine, Wis., is aiming at agricultural combine and tractor-spreader 
buyers via their children. The company is marketing toy combines and tractor 
spreaders (miniatures of Massey-Harris models) through regular Massey-Harris 
distributors. The hope is to sell the toys to buyers for their children. Toys are 
packed in luggage-type box on which institutional sales story is told for farn 
machinery—with illustrations in color. Box, which is rugged enough for re-use 
as picnic box or general utility, by Hinde & Dauch Paper Co., Sandusky, O 


name of the sender tintenar 


te 
e manutacturer, sent 


with a foldes esent 


' 
} 


Decal Offering Maintenance 


lips Promotes Company Name 


REFLECTOR DECALS that n be seen in the dark in full 
slor now can give truck panels a double life for night as well 
as daytime advertising. The decals ade by Meyercord Cx 
take advantage of free light from streetlights, stores and pass 
ng cars. The new decal eliminates previous color limitations 
f retlecting signs, permitting reproduction of trade-marks 


pictures and lettering 
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The Greatest Selling Event the Modern Textile industry 


Has Ever Seen Will Be the Feature of the 


American Textile Machinery Exhibition 
Number of TEXTILE WORLD, 
to be published in May, 1950 


[T'HousaANDS of buying-minded textile executives 
will flock to Atlantic City, May 8 to 12, to inspect 
equipment and supplies to be shown by over 200 
lucky firms which have space in the Auditorium for 
the American Textile Machinery Exhibition 

TextiLte Worup’s show number will be active be- 
fore, during, and after this exhibition in the hands 
»f textile mill men as a guide and record of the first 
display in two decades sponsored by the National 
Association of Textile Machinery Manufacturers, an 
aggregation of key firms in the industry 

Your message in this triple-duty issue will carry 
through to buying-power men of the textile industry 
when they are under the spell of all the fine new 
things that are going to be launched early in May 
This issue’s roster of advertisers will be a long-to- 
he-remembered roll-call of the army of suppliers on 
whom the industry leans for its progress and mod- 
ernization 

If you're not an exhibitor, you can still get your 
story to the exhibition audience by telling it in the 


big May machinery-exhibition number of TexTiLe 


“AS USEFUL AS ANY MACHINE 


TEXTILE WORLD 


A McGraw-Hill Publication 


IN THE 


Wor tp, and thus benefit from the lift that issue will 
give 

For exhibitors, there is a bonus in the “Guide-to- 
the-Show”’ insert on distinctive stock which not only 
runs prominently in the regular issue but is distrib- 
uted separately to those who visit the Text1Lz WorLp 
booth at the show. And there is no extra charge for 
this added distribution or for position in this special 
insert. 

Textite Worwp's unequalled staff of editors and 
consulting editors is already alerted for a coverage 
job in advance of the show which will make the 
great May issue a memorable achievement of record- 
ing and forecasting. The advertisers already in line 
for that issue are an indication of full and enthusiastic 
utilization of this unique selling opportunity 

So — if you're in position to help the important 
textile industry with its more-essential-than-ever job 
of improving production and cutting cost, plan now 
to be adequately represented in that May exhibition 
issue of Textite Worn. Send reservation for your 


space today 


mitt” 


330 West 42nd Street, New York 18, N.Y. 


@ Gp 
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\ 
Me. TMPR says: 


*Typecal Metal Progress Reader 


Get this 
information 
that covers 
your part of 

the metal 
industry market 


SEND THIS COUPON 


grew eeeaeaeeeeee =j 
METAL PROGRESS, Dept. A 
7301 Euclid Ave., Cleveland 3, Ohie 
Please send me the DATA SHEETS 

| have checked 

] NIAA Ovttine Form 

) Advertising Rote Cord 

) 1949 List of Advertisers 

] Readership Survey 

] Format 

} Wheat is o Metallurgist # 

} Foundry Operations 

] Gleoning & Fishing 

] Hear Treating Equipment & Supplies 

} Abrowves 

) Olls & Compounds 


lubricating 


Cutting or 


] Oritls, Pneumatic or Blectric 
] Dvitis, Twist 
] Forging and Pressing Equipment 
] Sews, Meta! < utting 
[ ] Toots, Cemented Carbide 
}] Welding Equipment 
] Stee!, Alloy 
| ] Steet Corbon 
} Stee! Starntess 
) Stee! Too! 
] Nonferrous Metals 
] Fasteners 
[ ] Forgings 
L ) Powder Metats 
C) Springs 
(_} Stompings 
() Tubing 
[) Weldments 
(| ) Wire 
[ ) Costings 
[ ] Inapectton Equipment 


NAME 
2! 
COMPANY 


ADORESS — 
Sty ZONE __ STATE 


1950 Calendars 


Continued from Page 40) 


showing the location of all the com 
pany'’s terminals. A mileage finder 
resembling a measuring tape is at- 
tached for use in measuring distances 
quickly. Terminal telephone numbers 
are listed alongside and a four-color 
McLean's offices and 
maintenance shop is at the top. 
Hyatt Bearings Div., General Mo 
tors Corp., Harrison, N. J., has is- 
sued a four-color, 2x3’ calendar with 
a large center section listing the deci 


air view of 


mal equivalents of fractions of an 
inch—for quick reference by engi 
neers. Months of the vear are shown 
at the sides 

Palm, Fechteler & Co.. New York 
decal maker. offers a “decalendar™ 
an elongated paper decal combining a 
1950 calendar with a 12-inch linear 
and pica ruler. Months are shown in 
row down the center and picas and 
nches are marked along the edges 
Decalendars, designed in color. may 
he applied to desk tops, tables, o1 


“ ills 


Deo you like this Calendar? 


How do you know whether your 
calendars are used and liked? C. O 
Bartlett Snow Co.. Cleveland, is using 
the direct approach to find out. En 
closed with the company’s new calen 
dar is a business reply card with a 
yves-or-no questionnaire Do you plan 
to use this calendar? Or give it to 
Would vou like to get 


Returns are vet 


someone elee 
one again next vear 
to come 

It’s hard to sell anything when your 
cust6mers don’t know where to buy 
The city of the home office or plant 
is omitted on the attractive calendars 
of Sanderson §& Porter, New York 








engineers and constructors, Line 
Material Co., and Canadian Wire & 
Cable. 

Cartoon humor is scarce in this 
year’s calendar crop, but what there 
is hits the bell. Johns-Manville Corp., 
New York maker of building ma- 
terials, use 12 cartoons by J. R. 
Williams, creator of the syndicated 
newspaper cartoons, “Out Our Way” 
and “Bull of the Woods.” The car 
toon for January shows the plant fore 
man asking the smallest man in the 
shop to stand next to a new installa 
tion while the photographer gets a 
picture for the catalog 
Title: “The Enlargement.” 


company 


Clever Cartoons 


Line Material almost makes up for 
its lack of address by its clever wash 
cartoons illustrating pithy sayings ap 
plicable to the company’s products 
Minneapolis-Honeywell Regulator Co.., 
Minneapolis maker of railroad car 
msuing its 


temperature controls, is 


traditional calendar of four-color, 
chuckle-producing cartoons by Capt 


Bill k ddy 


trial situation. Some 50,000 copies are 


Each cartoon is an indus 


going to 48 states and 19 foreign 
countries and U.S. possessions 

Allis-Chalmers Mfg. Co.. Milwau 
kee, is sending out several calendars 
one geared specifically for Canada 
and all, as usual unsurpassed in the 
quality of art. Four-color pictures of 
scenes in the U.S. and possessions and 
Canada are featured. Carborundum 
Co.. Buffalo. commissioned artist Earl 
Gross of Stevens-Gross, Chicago, to 
clamber over the rocks beneath Ni 
agara Falls to create a painting for 
the company’s calendar 

Cheesecake is sparse in the indus 
trial calendar field, unlike the consu 


(Continued on Page 122) 
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Mk. IM PR Sal. “Consistent, helpful product 


advertising like this prompts 
me to action!” 


peca!l Metal Progress Reader 


@ Every month for twenty years Surface Combustion 
has been giving facts to MR. TMPR (pronounced 
Temper). Down-to-earth, well illustrated pages like 
this one keep the 21,000 Metals Engineers who read 
Metal Progress well acquainted with Surface furnaces 
and industrial burners. 


76% of these Metals Engineers have acted 


year on advertising they read in Metal Progress. 88% 
of them recommend, specify or purchase equipment, 
materials and supplies used by their companies. And 
by the advertising they 


within one 


96% admit they are influenced 


read in Metal Progress. No wonder advertisers like 
Surface Combustion continue to use this publication 
year after year. 


If your products are used in the metal industry and 
if you want Metals Engineers to think of your products 
when they recommend, specify or buy, you too should 
advertise in Metal Progress. 


Use the coupon on the opposite page or write us on 
your letterhead for a special report that gives the details 
of our most recent readership survey 


Largest Engineering Circulation in 
the Metal industry 
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Editors Predict 


(Continued from Page 37) 


the competitive spirit may not seriously 
affect basic industry prices 

For manufacturers, a relatively stable 
price situation with a great increase of 
effort on all phases of selling. A trend 
toward more realistic consumer adver 
tising—-more of it, and the quotation of 
consumer uninstalled prices to a great 
r extent—seems in the works 

For wholesalers, narrowing margins, 
ontinuing the post post-war boom 
pattern 

For contractors, an over-all abun 
dance of work, not necessarily extend 
ing to the one-man shops. For the 
1,000 contractors with stores, who op 
rate aggressive merchandising busi 
nesses, volume and profits will remain 
ss in recent years, largely a matter of 
choice. More intensive retailing will 
continue, with perhaps another 4,009 
total 18,000) contractors branching 
out into this lucrative field as competi 
tion from hard-pressed appliance store 
Joun W. Cantson, Plamh 
nag and Heating Rusiness 


decreases 


Based on careful study by a group 
of experts representing government and 
business, a sales objective of $3.5 billion 
has been set for the plumbing, heating 
ind air conditioning industry each vear 
luring the next decade 

According to Peter B. Andrews, a for 
mer industrial economic adviser to the 
lt nited States Government With inten 
ive selling and promotion it is possible 
for this industry to reach a volume of 
business in 1950 about 15 thead of 
1948.” 

In new home construction $1,340,000 
000 will be for plumbing, heating and 
air conditioning. $1,092.300.000 will be 
spent for plumbing, heating and air con 
ditioning in remodeling and rehabilita 
tiene $1,046,000,000 will be spent in 
plumbing, heating and air conditionin 
im new commercial, industrial and in 
stitutional construction._G. L. Mune 
Domestic Engine 


Institutional 


The institutional urket will continu 
to occupy an expanding part of our 
economy during [950 very segment 
of our daily living mimnumg strong 
pressures for increased and improved 
facilities on all types of institutions 
Schools and colleges will maintain 
record enrollment: hoe«pitals will have 
high rates of occupancy as hospitaliza 
thon meurance mereases; restaurants 
hotels and motels continue with strong 
business as increasingly large numbers 
of people travel on busines« conventions 
and vacations 

It is estimated that the institutional 
field is spending over $9 billion in the 


70 


last «ix months of 1949 and the first sx 
months of 1950 for remodeling, rehabili 
tation, refurnishing, new construction 
and re-equipping.—-O. T. Carson, /n 
stitutions Magazine 


Iron and Steel 


To maintain continued high produc 
tion of steel as well as to offset as far 
as possible rising labor costs, the steel 
companies must keep operating facilities 
at a high state of efficiency. Purchases 
of improved equipment should be in 
creased, at prices, in some instances, 
higher than at present, since suppliers 
are also faced with higher labor costs 
Developments that are commanding at 
tention are: higher top pressure in blast 
furnaces, use of oxygen in open hearth 
and blast furnaces, improved practice 
in manufacturing of pipe, and continu 
ous galvanizing.—Cuaarces Lonceneck 
en, Blast Furnace and Steel Plant 


There will be good steel business in 
the first quarter of 1950 because (1) 
the loss due to strike will be made up, 

2) spending shows no sign of dropping 
off, (3) building is holding up and will 
next year, (4) the heavy use of steel 
due to population growth is not fully 
realized, (5) the falling off in some 
items of steel will be made up in others 
such as sheets, tinplate and specialties 
and (6) there will be no price decreases 
but maybe increases 

In 1950 we feel that many metalwork 
ng people will cut inventories again; 
nisjudge the appliance and s¢ midurable 
market and make less items than are in 
jemand. There will be no overloading 
f inventories, and emphasis on durables 
will be for new machines which cut 

als Appliance business has grown so 

nportant that it is a real factor in steel 

und other auxiliaries. Business in 1950 
hould be as 


pet n. more advertising ahd better 


ood as 1948 with more 


Tom C. Campnets, The 


talworking industries will operate 
igh level through the first quartet 
ne may be expected during 
ond quarter. Year's low point 
should occur by July in the 
summer, a substantial recovery is ex 
pected, although production is unl kelv 
to reach quite the level of first quarter 
For the vear, steel production should 
not drop more than 5 to 10% below 1949 
Autom bile production will fall below 
the 1949 record by possibly 10 to 12 
to around 5.500.000 cars and trucks 
(onstruction volume | physic al) will be 
ubout on par with 1949. Exports of 
steel and metalworking products will 
Railioad carbuild- 
ng will drop sharply but there will be a 


Continued on Page 104 


lrop possibly 15 


SCHRAMM 


advertises 
in 


CONSTRUCTION 


---and has for 








“ee 23 yeers ogo m 
CONSTRUCTION METHODS 
AND EQUIPMENT 
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How SCHRAMM uses CONSTRUCTION 
METHODS AND EQUIPMENT today — 

te increase soles; to cut the cost 

of selling. 





CONSTRUCTION 


METHODS AND EQUIPMENT 


<b 


Pets tthe ee) 


° .. Because Construction Metuops anp Equirment 
- se readers — on-the-job construction engineers and con- 
tractors — buy and use SCHRAMM compressors and air 

a tools to mechanize construction jobs. 


Because SCHRAMM knows the importance of telling how its equip- 


Here are 9 other manufacturers of com 
pressers, gasoline hammers and tools whe 
advertise in CONSTRUCTION METHODS 
AND EQUIPMENT to reach the men respon- 
sible for haniting i jobs. 


ment mechanizes construction work . . . to the men who are responsible 


for mechanization . . . in the magazine they read for mechanization ideas. 





Since 1919, Construction Metuops anp Equipment has preached 





the gospel of mechanizing construction jobs . . . the gospel of better Ate Gampeeseese ond Veoh: 


Chicago Pneumatic Tool Co 
Gardner-Denver Co. 

Independent P tic Toot Co 
Ingersoll-Rand Co. 

. . Joeger Machine Co 

parts, and supplies. 19 aut Co 

Worthington Pump and Machinery Corp 


construction, faster construction, lower-cost construction . . . the gospel 





of the makers of construction equipment, tools, accessories, materials, 


If your product can help construction men do their jobs better, faster, ae 


cheaper, advertising in Construction Metuops aNnp EQuIPMENT can Serco Meaviecturing Co 
Syntren Co 





help you make more sales . . . in the country’s busiest market. 


® CONSTRUCTION @ 


METHODS AND EQUIPMENT 


Since 1919, the workbook of construction mechanization 


McGRAW-HILL PUBLISHING COMPANY, INC . 3230 WEST 42nd STREET, NEW YORK te, ww. Y, 
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TRACK: Grading equipment; drainage, ditching and grout 
ng eqviprnent: snow and ice removal equipment: weed contro! 
moterio's and equipment: cross and switch ties: ro rail 
oints and accessories; tie plotes and track fostenings 
switches, fr gs ond « ssings fencin 3: section motor cors 
rack tools, tie tamping, rail leying and other mechanized 
work equipment: rail and f ange lubricotors; highway trucks 


BRIDGE: Piles ond pile driving equipment; concrete; struc 
ture! shee water pr oofing materials erecting equipment 
turntables and transfer tables: paints ond protective coatings 


bridge and building tools (power sows, drills, etc ) 


BUILDING: Engine. sand. sore house equipment and 
ther terminal focilities; scale and scale test cars; building 
asvlation rooting heating ventilating air conditioning 


electric ghting and plumbing materials and equipment: etc 


TERMINAL FACILITIES: Tonks; pumps; pipe lines ond fit 
ings; fueling and sanding equipment; valves and hydrants 
water treatment: water meters; tools and equipment 
GENERAL: Metals: timber and lumber; automotive trucks 
wood preservation; power units; maintenance cranes and 
accesories; riveting ond welding equipment; wire rope 
cordage and chain: satety equipment 


Wodernization The construction and up 
Vow Demands Fixed keep of railway tracks 


Property bridges, buildings, water 


ae e and other terminal 
Improvement rvice and other termina 

facilities, including con 

struction machinery and power tools, represent a 
market of over $800 million for products and construc 


tion projects annually 


Experience indicates that this market will expand in 
1950 and the vears immediately ahead. The Interstate 
Commerce Commission, for instance, has estimated that 
deferred maintenance of these facilities has reached 
a total of $875 million, an increase of 56 since the 
beginning of 1949. Furthermore, the railways’ all-time 
record capital expenditures since the end of the war 
have been invested largely in new cars and locomotives, 
with a much smaller share going for roadway and 
structures. This means that fixed properties now must 
be renewed and « xpanded to keep pace wit essential 


modernization 


How to Reach the Men Who Specify and Buy 
The variety of products used for roadway and struc 
tures is listed on the left. Your share in these pur 
chases depends pon selling the engineering and 


maintenance cers, whe are responsible for construc 


tion and maintenance projects, and the executive rail 
off 


way wers who approve appropriations 


For example. eight different officers influence the 

selection and purchase of track accessories. Originat 

ing with the roadmaster, these requisitions are referred 

to four other officers before being authorized by the 
i 


vice president or general manager, processed by the 


stor keeper and ft ansformed mito purchase orders 


You want to concentrate your selling on the railway 
men important te you. In this $800 million railway 
market, the publications that provide that editorial and 
advertising influence for effective selling are the com 
bination of Railway Age and Railway Engineering and 


Vainte nance 


send now for specific information on this railway market 
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Use Railway Age 

Final buying decisions are made on every major purchase 
for these and all other departments by top management 
of railroading. Railway Age is read by over 90% of this 
management group which you must reach for favorable 
consideration and approval. Railway Age reaches the en- 
tire range of executives, department heads, operating and 
purchasing oilicers. Railway Age gets top priority reading 
by the management group and stands first in industry 
prestige and influence. /t is the railway industry's authori 
tative weekly magazine. It covers the whole field of im 
portant developments while the news is news. /t is the only 
railway business paper that renders this service. 

Railwey Age, with its complete reporting on the business 
of railroading, provides breadth and depth of coverage 
unmatched in the industry. That's why it leads the field 
in advertising volume and in number of advertisers. Use 
Railway Age to speed the acceptance of your product by 
management, by presenting your product's efficiencies 


and economies. 


Use Railway Engineering and Maintenance 
In this publication you reach directly the engineers re 
sponsible for construction and maintenance of roadway, 
tracks, bridges, buildings and water service 

There is no other public ation covering this spect fie branch 
of reilroading 

Here is your opportunity to present your produc tin terms 
of practical and technical advantages. These men work 
with products like yours. They initiate recommendations 


to management. 


Use This Combination to Speed Sales 
Reach the men who can say yes by presenting your 
products in 
1-—Railway Age for management who gives the final 
approval and often initiates major improvement 
programs, and 
2—Railway Engineering & Maintenance for the engi- 
neers who specify and apply products to cut costs 


and improve service 


March 11 and March 18 Engineering Numbers: 
Den't overlook the coming Annual Convention of the 
American Railway Engineering Association. In the March 
11, 1950 issue, Railway Age will publish an Exhibit-in- 
Print Number, in the absence of an Exhibit, and extra 
distribution will be provided at the convention. 
Follewing this, and of equal interest, is the March 18 
issue, which will report the proceedings of the A.RLE.A. 
Convention. These two issues are important reading for 
both management and the engineering and maintenance 
departments. 


March Equipment Economies Number: Engi- 
neering and maintenance officers look forward to the 
Equipment Economies Issue, which this year—with the 
advent of the 40-hour week— will be more important than 


ever im ite subject mattir 

This issue appears in March 1950. It reviews the develop- 
ments in mechanization of repair operations on tracks, 
bridges, buildings and water service. Here are featured 
the economies and efficiencies of power tools, labor-saving 
devices and the modern materials now used in mainte- 
nance—of vital interest, now, to help cut costs and raise 
efficiency. 


‘i; SIMMONS-BOARDMAN PUBLICATIONS 
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“The logical procedure is to sell the P. A.” 


Selling involves an understanding of what peo 


industrial buying, a sound and logical procedure 
ple need and why they need it. A sound and log is to advertise in Purchasing. It's the one national 
ical procedure is to sell the man who has been magazine tailored to the exact requirements of 
delegated the authority to buy says Arthur ( the purchasing tunction read regularly by 


Wheeler, President of The Seymour Manutactur P. A.s controlling 85 of industry's purchases! 


ing Company Every year, more advertisers are learning that to 
This man,” continues Mr. Wheeler, “is che sell industry, you must sell the P. A. Purchasing 


P. A. His understanding of the primary tunctio in 49th position a decade ago, is fourth today in 


of procurement opens the door to a natural and advertising volume*! For turther proof that no 
businesslike approach. We have conhdence that schedule to industry is complete without the P. A.'s 


the products one has to sell will be considered by own magazine, now is the time to write Pwr- 


the Purchasing Agent on their merits chasing 05 East 42nd Street. New York 17. N. ¥ 


lo » yow sell the most important man in Otheces in Chicago, Cleveland, Dallas, Los Angeles 
I & 


A CONOVER-MAST 
PUBLICATION 


THE NATIONAL MAGAZINE FOR PURCHASING EXECUTIVES 
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Man-of-the-Year...and Ads-of -the-Month 


The Greatest Name in 
Industrial Advertising 


fPHE TED WILLIAMS of industrial 
advertising is, no question about 
t, Goodrich. It is the campaign that 
gets talked about the most and, year 
in and out, gets the fabulous Starch 
reports, forcing its way to high rank 
ings even in the face (in the case of 
the newsmagazines) of some of the 
very best and broader targeted con 
sumer advertising. 
Quality of Goodrich 
stays right up there month to month, 
the interrupting power of its head 
lines and both the inherent interesting- 
ness and the excellence of the narra 
tion of the case studies never varying 
any more than the severe and simple 
format does. Probably close to 50 
times in the dozen or so years of this 
department's existence, Goodrich ads 
have been praised, and we have not 


advertising 


been alone. 

No other campaign can match it 
for all-time consistency. Monsanto and 
Alcoa and Caterpillar and Johns-Man- 
ville have come as close as any and 
there have been good long-terra per- 
formances from Jenkins and 
Black & Decker and Armstrong Cork 
Rubber and Warner & 
Timken and Allis-Chal 
mers and Cincinnati Milling .. . and 
now and then flashes of brilliance 
from General Electric and Westing- 
house and Union Oil and Eastman 
Kodak and Kearney & Trecker and 
Hercules Powder and International 
Nickel and Synthane and Dow and 
some others. But Goodrich, to date. 
gets the all-time MVP award. 

This makes it tough for a company 
like Goodvear 
watches Goodrich advertising like the 


br of. 
and Gates 


Swasey and 


We imagine Goodyear 


old maid next to a honeymoon cot- 
(just as they probably both 
other's and 
prices and merchandising). The 
names are so similar, for one thing: 


and then there are the slogans, Good- 


tage 


watch each products 
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* J. K. Hough 
Director 
oa year 


of Advertising 

Tire & Rubber Ce 
Akron O 

(See poge 93) 


rich’s . . . and Goodyear’s . . . 
“First in Rubber’ 

‘The Greatest Name in Rubber” 

A number of years past, Good 
year advertising wasn't in the same 
league with Goodrich’s. It was dis 
tinguished by the characteristic blue- 
print and the exploitation of the 
G.T.M. (Goodyear Technical Man) 
and that’s about all. We can’t recall 
that it ever got much attention from 
this department. 

But in 1949, the advertising of 
Goodyear was, in the opinions of the 
proprietors of this property, the No. 
1 industrial advertising campaign 
of the year 

*®#Which automatically makes J. K 
Houcn, Goodyear’s Director of Ad.- 
vertising, INDUSTRIAL MARKETING’S 
Man-of-the- Year, with a star to Kudner 
Agency. Inc... New York, who handles 
Goodyear’s industrial advertising. 

At some other occasion, Mr. Hough 
will undoubtedly explain how it came 
about that Goodyear has hoisted it 
self to a position where it can look 
Goodrich in the eye—and without the 


1950 


slightest discredit to the latter. All 
we know is what we read in the pa 
pers, and it reads like this. 


Vewsmagaszine Campaigns 


Goodyear’s newsmagazine cam 
paign has caught our attention time 
and again this yeer. Illustrations as 
imaginative and compelling as Shell's 
.. « headlines as arresting and prom- 
ising as Goodrich’s copy . . . copy often 
as fluid and convincing as Alcoa's. 

Goodyear counts more on illustra 
tions than Goodrich does, and in the 
newsmagazine campaign they are gen 
erally in full color. As in the case of 
Shell, subjects are often incongruities, 
but we think Goodyear’s are more 
closely related to the product than 
Shell’s. (As we remarked a few 
months ago, the Shell ads do a bet- 
ter job of selling the product of the 
Shell customer being featured than 
they do their own product.) 

In one an executive is seen sitting 
comfortably in an office chair which 
is furnished with airplane wings. 
“Now— Your Airport Can Be Built 
Near Main Street” tells how, thanks 
to Goodyear’s new cross-wind land 
ing gear (“works like the casters on 
an office chair”), less area is needed 
for the airport which thus can be 
built closer to town. 

“The Tractor That Was Part Air 
plane” shows a pilotless tractor flying 
over a farm to point out its airplane 
type tires. “There’s A Man At Good 
year Named Clarence Bell” got a 
phenomenal Starch rating in the July 
25 Time. Clarence Bell is a sort of test 
and here's his 


pilot at Goodyear 


story 


Twenty years ago aviation was se 
young that airplanes had no brakes. 
The trick then was for pilot to land 
on the far side of the field and hope 
the plane would stop before it reached 
fence or ditch on the other side. 

It was just about this time that « 
barn-storming pilot and pioneer mail 
flyer by the name of Clarence Bell- 
holder of Pilot License No. 127 
joined Goodyear. Sharing the com. 
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A Report of 
Metalweorking‘s 


These photos show Tool Engineering in action. In the 
Tool Engineering Number of MACHINERY illustrations like 
these, accompanied by accurcte technical descriptions, 
will give metalworking engineers and production men 
ideas they can use in their work .. . ideas for better 
production that will mean more purchases of tools, 


meochines, moterials and equipment. 


~~" MACHINERY | 


INDUSTRIAL MARKETING, January, 1950 





Interest to Every Member of 
Inseparable Buying Team 


Whether he make a bulldozer or a bobby pin . . . a concrete mixer or a Cadillac . . . every 
member of metalworking’s inseparable team of engineering and production executives is con- 


% 


stantly asking: How can | produce it better . . . faster . . . for less? 


Tool engineering provides the answers by developing more efficient production methods, using 


the latest in tools, in work-holding devices, in machines and equipment 


The importance of tool engineering in cutting production costs will be highlighted at the 1950 
Tool Engineers’ Industrial “Cost Cutting” Exposition, to be held in Philadelphia April 10-14. 
Engineering and production executives from every branch of metalworking will visit this Ex- 
position to look for products and processes which they can use to make their operations more 


efficient. 


Their interest in tool engineering will be further stimulated by the appearance in April of 
the Tool Engineering Number of MACHINERY. Published just prior to the opening of the 
Exposition, the Tool Engineering Number will describe actual, usable examples of recent 
outstanding tool engineering developments. The articles will be selected especially for the 
needs and interests of engineers and production men .. . executives who—together—are 
the important factors in the selection of new tools and equipment. 


Because of the practical nature of the applications it will describe, the Tool Engineering Num- 
ber of MACHINERY will do more than enable adver- 
tisers to cash in on the increased interest in tool engineer- 
ing stimulated by the Exposition. True, that is an im- 
portant factor, because metalworking executives will be 
“buying-minded™ at that time. But in addition, April 
MACHINERY will remain on the job long after the Ex- 
position is over, when readers will use the information in 
its editorial and advertising pages for help in making 


their buving decisions. 


Closing date is March Sth. Plan your schedules now 
to include this important issue. Its immediate intensi- 
fied readership and its lasting reference value will give 
your advertising maximum effectiveness. The Indus- 
trial Press, 148 Lafayette Street, New York 13, N. Y. 
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This tops them all! 


Menge eal pape Bel 6 Lewes! eg ce my ~ ents 


There so man of Geodon: semed Clarence Boll 


eer ee ree ee 


=> GOOD/YEAR Sires 


187 wane @ eeeere 





a phenomenal Starch rating 


pany's deep conviction about the fu 
ture of aeronautics, he tackled the 
problem of belping Goodyear develop 
the first practical airplane brake 

When he wasn't working on it at 
the Goodyear factory, you'd weually 
find him out at the airport, install 
ing «@ new brake mechanion on the 
company’s plane, with improvised 
lights and tools 

Today, Clarence Bell is still piling 
up flying hours at the controls of 
(,oodyear company planes, pioneering 
new developments, such as the Good 
vear crosewind landing wheel 

The spreads in the newsmagazine 


are as powerful and persuasive as 


ar ything bye ing done in these books GOODFYEAR 


industrial or consumer 


oun enacvess enese = euguee 
An even greater “monument of en 
gineering skill” is described in another Top: newest “world’s highest” 
spread which relates the height of « Bottom: introduces fascinating story 
Coodyear coal slope belt with other 
famous structures, “each the tallest of 
ts kind suck as the Leaning Tower belts have a much greater life-cx gear teeth. Every time this happened, 
of Pisa (180 feet), the Great Pyramid pectancy than shorter, multiple-belt the dryer had to be shut down for re 
0) feet and the Golden Gate flights. All this means lower operat pairs. The result was a loss of over 
ing cost and more profitable output 800 tons of production every day of 
downtime—a “toothache” that was 
Neweu “world’s high t” is a Good taking a sizable bite out of profits 
vear Compass Steel Cable belt, jost for the G. T. M Se the G.T.M.—Goodyear Technical 
installed im an Illinois coal mine Man——was asked whether V-belts 
with a monumental lift of 862 feet How To Cure An 800-Ton Tooth could handle this “killer” drive. 
more than three times higher than ache introduces the following fas “Bridgework” was indicated. The 
the former limit! This monster belt t » stor G.T.M. said “yes,” and on his sugges 
is a single loop of rubber and aeel CINAUNE StOry tion a huge plate was welded over 
12 inches wide and 6,800 feet in cir “Cooking” «pecial silica sand for the ring gear—supported by a bridg 
umferance, weighing 174,000 pounds glusemakers is the operation you see ing which would also help keep the 
It delivers 1200 tons of coal per pictured here—as handled in a west belts cool by permitting air to circu 
hour at the tipple--20 tons every ern sand company’s plant. They feed late underneath the sheave. To power 
minute 800 tons of wet sand a dav inte a pen the drive, he «pecified 20 E-C Cord 
Copy isn’t content with just amaze derous rotating oven, There it slides V-helts—«elected because they have 
slowly over a series of baffles and hightensile rayon cords in the lead- 
‘ through « roaring flame that bakes bearing section. This extra strength 
nificance as tollows it dry. But they were losing valuable in the working heart of these belts 
production because of almost constant gives them the ability to handle heavy 
tooth trouble with the giant ring gear loads and stresses that snap ordinary 
driving the dryer belts—or gear teeth. 


Bridge tower (746 feet 
And. of course. there’s a solid plug 


ment. It goes on to point out the sig 


ddvantages of single belts over 
multipletlight conveyors are many 
They climinate the nuisance and 
heaserds of transfers in the slope Reot of the trouble was that the Trouble cured! Since changing the 
They do away with offeet slopes combination of heavy load and shock power of the drive more than a year 
material flows in uninterrupted stream of the shifting sand produced unequa: ago, the plant reports 24+hour-a-day 
from mine levels to tipple. Big single strains which frequently snapped the operation without a single shutdown 
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\ ? 
: Where Ts.this 63,000 list of contractels 

Do plumbers use retail advertising? a 
tween 


deale 
tors? * ; Sores! 


? ) > ‘ Sea 4 ' 0 . 


ie _ Sy 
a . : ° 
: ~\ - is it true i 





as 


v 
business telephones, 
Jontractors have good financial ratings? $3 


— 
ee ent 


Someone has to know a lot fo sell plumbers 


ion in our field. Then we put the 





— not necessarily you. however. Because if 


you know where to look, it’s information tics right on our address plates so they 
that is easy to get » available to you for better distri- 

We know a lot of answers 
bove. New re ages and your direct mail 


answers to all the questions ab« 
search has given us more information about That's why PLUMBING & HEATING BUSI- 


plumbing-heating contractors and whol 3S is more 


including bution of both your space advertising mes 


than just your best —-and 
salers than the industry ever had before st-—advertising medium. It’s 
W hat’ more, we i ed the answers to a marketing 


yuild the largest and most highly selective saies horizon by 50 


service that can increase your 


EANS... | 
9% THIS YEAR ness! _ 
WARD PLUMBING HEATING BUS! 


SALES UP 13. 


PLUMBING « HEATING BUSINESS 


New York 17, N. Y 





Grand Central Terminal Building 
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GOOD/YEAR 


$e OF eeTERT Same oe fveeee 
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Automotive 


Tackle the towghest jobs 
EMERALD CORD AIR HOSE 


Mining 


The savings in repair costs and pro- 
duction have mounted inte thousands 
{ dollars 
the entire cost of the change-over. 


more than enough to cover 


It is also most interesting to observe 
how each of the vertical-market cam 
paigns has been adapted to the pecu- 
liar nature of its particular market, 
being tough or being gentle, being 
clever or being corny, depending upon 
the kind of guy each different class 
of reader is without basically de 
parting from a certain “family” for 
mat which involves blue color in most 
cases and in all cases a shrewd use 
of white space 

“How To Make An Avalanche Roll 
Up Hill” is as good as any of Good 
rich’s, and the full-color illustration 
a drawing of a suspension bridge up 


the side of a 500-foot hill over which 
is operated a single waste rock con- 
veyor belt a quarter-mile long—is 
much better than Goodrich’s usual 
photograph. 


Vertical Industry 
Campaigns 


Here are some ads representative 
of various vertical campaigns. 

Aviation: illus—photo of mechanic 
inspecting tire. Headline—“Hot ‘Foot- 
ing’ For The Fury.” Copy lead— 


They fly “em hot and land ‘em hot 
in the Navy with the new North Amer- 
iean FJ-1 Fury! Seo it takes a super- 
tough gear to handle this speedy ship 
That's why it’s Goodyear-equipped. 
Goodyear tires and tubes for extra 
stamina, longer life—CGoodyear mag- 
nesium alloy wheels for super- 
strength, lighter weight—Goodyear 
Single Dise Brakes for safe, sure 
stopping power! No wonder so many 
of the newest, fastest aircraft are using 
Goodyear products for safe, depend- 
able operation 


Tagline—More Aircraft Land On 
Goodyear Tires Than On Any Other 
Kind. 

Mining: illus—drawing of quarry- 
ing operation. Blueprint—cross-sec- 
tion of air hose. Headline—*“Tackle 
The Toughest Jobs With Emerald 
Cord Air Hose.” Sample copy— 


It's the toughest air hose ever built 

because its rugged rayon reinforce- 
ment cords are especially impregnated 
with Goodyear’s exclusive “Adhezo” 
bonding which provides extra strength 
with less wall bulk. That means 
EMERALD CORD Air Hose is mach 
lighter, with thinner wall gauge, but 
with far more ruggedness, flexibility 
and longer life than any previous air 
carrier of equal inside diameters 


{utomotive: illus—large photo of 


a woman's hand pressing down on an 
Airfoam cushion. Headline—“Once 
Thev Do This They're Sold!” ¢ opy 
lead 


When your cars are cushioned with 
Airfoam, you've got a super-duper 
comfort story right at any customer's 
finger-tips 

Let them press hands down on Air 
foam. The soothing, yielding softness, 
the buevant comebak will tell them 
at once—this is the luxurious riding 
ease they've been looking for. It's 
comfort that actually banishes riding 
fatigue 

And you can remind them—Air- 
foam lasts far longer than other types 
of cushioning. Never sage or flattens, 
protects upholstery, too 


Farm Equipment Dealer: illus 
huge closeup of tractor tire with ar 
rows and legend pointing out features. 
Headline -— “New, Super-Sure-Grip 
Lets Farmers Plow Where Other Tires 
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Dominant space 
units in BSN buy 
pre-eminent 
place for B-G in 
big, ripe equip 
ment market 


Sond ond 
Grevel 
Cley Products Millwork 


1948.49 BSN 





Manuloctyr 
Bewer Monutacturing Co. 
Blow Knos Div. of Blow Kama Co. 


How Barber-Greene 
Sells Equipment to Lumber 


and Material Dealers in BSN 


To sell you of materials handling or allied equip- 


HANDLING ASPHALT =A 
ur mex courays = 








ment to the big, ripe lumber and building material market, 
take a tip from Barber-Greene! 


il 


Merevtes Stee! Products Cy 
Merton & Ander von 


i, 
fh 

ii! 
nf 


erchandising business as a top 


rt 

f 
wi 
wil 


rh 


of its best efforts. So B-G uses dominant 
BUILDING SUPPLY NEWS to buy a pre- 
icts among the top equipment 


ett 


uit 
ti" 


" 


Mel! Teo! Co 

Meoqvorete Co 

Matera! Movem i! indus! 
Miwovter Power & 


‘. 
f 


BUILDING SUPPLY NEWS 
ror gan (le 


s markct was no accident. Fo rt in BUILDING SUPPLY NEWS Notional Cosh Register Ce 


Barber-Greene multiple page 
Nelson Won Wats inc 
conditi ' Neolon Ce 
ten Crome & Shovel Co 
Power Devvelapaent “erp 


For MORE SALES in ‘50 Power Puck Corveyer Ce 


Rapids Stondeore Co , inc 


Plan a Full Schedule ood ie gaa 
readers im BUILDING SUPPLY NEWS, Saran acbe ce 


Signode Stee! Stopemg (0 


ment and starting with January Silen Halt 8 Crane Co 
Dealers’ Directory Issue 


helped Barber-Greene and 

Twin Tilt Truck (le 
Uerverval Tompers, inc 
Wepoet, inc, Med W 


s, sell this big, ripe market 


Free—Send todey for your copy of 
The Dealer's No. 1 Market-Place : pe gre ig tro Lo 
s P full of Wees on how oreducts like 
for Materials Handling Equipment vem am be un te Tae 
: buliding moterial édectess «and 

wholeoies 





BUILDING SUPPLY NEWS 


TOTAL DISTRIBUTION 22,500 COPIES 


The Equipment Manufacturer's 
5 South Webash Avenve Chicago 3, lilinois 
Published by Industria! Publications, Inc., for over 32 years exclusive No. 1 Vehicle for SALES 
peblichers te the Building industry, also publishers of Practice! 
Bellder, Guildieg Materiel Merchest & Whelescler, Grick & Cloy 
Record, Coromic industry end Coremi« Deto Book 





Won't—brings more tire sales your 
way!” Sample copy 
A look at ite tread shows farmers 

why the Super-Sure-Grip goes where 
other tires wont. Lots more rubber 
im the luge—which means lots more 
rubber on the ground. Bigger, broad- 
er, longer high-shoulder o-pe-n 
c-e-n-t-e-r lage that grip lke a gear 
wheel—giving super-long wear anid 
“the greatest pull on earth.” 


How's that for flexibility? 


diagrammati 
20.000 feet deep. 
Blueprint——“tear-apart of rotary 
hose. Headline—“How To Drill Deep 
u ithout Gowns lr The Hole - 
copy 


From the time your 


Petroleum: illus 


drawing of a well 


Sample 


«pudding rig 
shuts down until vour rotary hits pay 
Style 3153-Ffi ie tailored to fit the pres 
sures youl, be working with—and 
keep your drill operating at top effi 


cheney all the way down 


Von-Metallic Minerals illus 
phot » of drive on rock gang saw. Blue 
print-—of the drive 


Headline “Pour 
Times The Belt Lile At One (Vuarter 
meer Coat 


Sample ( opy 

Seving*s in 
duced downtime and lower repair 
bills all come naturally te Compass 
user For this patented, exclusive 
Coodvear construction puts 
endless cords into the 
ction of the belt 
truly endlew 
plice Thet means 
have practically sere 
trength to handle 


und overloads 


over-all belt cost, re 


snewy 
load-carrying 
mad builds the belt 
without a weakening 
belts 
more 
heck loads 


much lenger on-the 


Compass 
stretch 
heavy 


thus . ol oO 
tracks leit in soil by a ti the other 
mrp { the tire tread. Headline 

; ns Why More And Mor: 


2 hig reasons 


why more and more farmers want thes tractor twe 


GOOD/YEAR 


Super Sure Grip Tractor ties 


Farm 


How to drill deep 
without gong in the hole 


epee ares as nem 
© feewtes - s 


GOOD/YEAR 


as en eereet samt = eweers 


Farm 
Petroleum 


plaeiat’ Sr 
GOobD,YE an 


Paint 
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-brings more tire sales your way! 


‘So ° 
sa 


GOOD/SYEAR 


Super-Sure-Grip Troctor Tires 


GOOD/SYEAR 


 —t Greaves" sees © Seeees 


nent Dealer 
Non-Metallic Minerals 
Farme rs 
a py lead 


It stands to reason that day-in-day 
out farm werk shows 


Want This Tra 


farmers which 
tractor tire pulls better, saves time 
an’ fuel, cives longer wea 

That's why, in a survey taken across 
the nation, farmers everywhere voted 
SEPER-SURE-.GRIPS as 


their first-choice tractor tire 


(,oodvear 


easons explained in 


basement laundry in 
vw. Headline—“This 
ved A Year Of} Wash- 

ead 
More than filtytweo 
haven't marked this 
It's just as 


day it was 


Mondays 

laundry fleor 

bright and spotless as the 

painted in December 1947 
The reason? The paints were Plio- 

light 8-5 formulations 

Hospital: illus—photo of hospital 


manager at desk, photo of patient in 


1950 
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Details on the new size ond other 
facts on McGrow-Hill Cotalogs 
eppear in the Business Publico- 
tions section of STANDARD RATE 
AND DATA SERVICE and in 
INDUSTRIAL MARKETING 1950 
DATA BOOK 


PRE-FILED CATALOG SIZE 


KS PRODUCTION COSTS 


Paradoxical? Not at all, but let us explain as large an over-run as required to cover 
ALL McGRAW-HILL PRE-FILED CAT McGraw-Hill distribution requirements 
ALOGS have gone to the standard 8," x Don't let your buying literature end up 
11” size. Therefore, where companies pre on your storeroom shelves. Puc it where 
file their regularly prepared standard size it belongs—~IN THE HANDS OF PRO 
(8%" x 11") buying literature, NO SPE SPECTIVE BUYERS of your products — 
CIAL PRODUCTION JOB is required to at the crucial time - WHEN THEY ARE 
make it fit any unit of McGraw-Hill Cat READY TO BUY 

Ask for detailed information about the 


alogs. No spec ial plates are needed: no new 
McGraw-Hill Catalog 


art work; there is not even a copy problem orderly, cfhicient 
Just keep the presses rolling and print Service 








McGRAW-HILL CATALOG SERVICE 


330 West Forty-Second Street, New York 18, N.Y. 





SELLERS seeking BUYERS use Advertising BUYERS seeking SELLERS use Cetalogs 
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Every reader @ buyer 
... hand-picked by the 
equipment distributor 


Buyers of 
construction equipment 
in every tield 


A new editorial 


service geared to 
buyers’ needs 


A subscription salesman might as well hunt for a needle in a 
haystack as try to locate the buyer of construction equipment 
and materials. But not the salesmen for the nationwide net- 
work of equipment distributors* who build and maintain the 
circulation of CONSTRUCTION EQUIPMENT AND MATERIALS. These 
they subscribe to CEM for those buyers. Paying for every 
copy, the distributors keep on the list only worthwhile, inter- 
ested readers. 
*With branches in over 100 cities, they cover oll trading oreas. 


Now, with one publication, you can cover the importont 
buyers of construction equipment. Not just contractors, but 
the purchasers in every field—highway departments, rail- 
roads, utilities, large industrial corporations, strip mines and 
municipalities. CONSTRUCTION EQUIPMENT AND MATERIALS gives 
the advertiser, for the first time, an economical and effective 
means of reaching and selling the entire construction equip- 
ment buyer market. 


With labor costs rising steodily, the equipment user is inter- 
ested in machinery that saves man-hours. CEM is designed 
to keep him informed and up-to-date on all developments in 
products and cost cutting applications. It’s the equipment 
application magazine. 

Each month the CEM editors report on how Modern Equip- 
ment Reduces Costs thru case histories of actual job applico- 
tion of labor saving machinery. 


With this unique circulation method and editorial policy, CEM offers you 
new efficiency for your advertising program to the construction equip- 
ment buyer market. For complete information, write CONSTRUCTION 
EQUIPMENT AND MATERIALS, 205 East 42nd St., New York 17, N. Y. 
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° ° 
— a new publication — employs a revolutionary circulation 
method to reach the buyers for you 


te Produce Business 
- and it Does! 


INQUIRY PRODUCING FORMAT Your ad stands out on 
CEM'S oversize page. Every advertiser gets “preferred 
positic.:”. 

QUICK READING — An equipmert news magazine of an 
unusuol type, CEM is designed to stimulate inquiries for 
construction equipment and materials. 

PROOF THAT IT WORKS — TRtafirst three issues of CEM 
actually produced over | 0,000 individual inquiries — many 
of which have already resulted in sales. We would like 
to show you the choracter of this response. 


A Conover-Mast Publication 
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Count your biéssings 


Hospital 


Y our 


bed. Headline 
{nd His.” 


“Count 
Sample copy 


bree aur 
longer 
than conventional types. Weigh less, 
more easily handled. Never need turn 
ing. Free from dust and lint. Can be 
washed with soap and water 
A Reon to Patients 
Airfoam 
ously comfortable 
ing. Recommended for alleraies. Do 
not sag or lamp up. Reduce incidence 


of bed sores 


fleet 


he« auee 
Mattresses are luaurs 


Cool, seli-ventilat 


illuse—comix 


drawing of 
Headline 


Shames A Camel.” { opy lead 


photo of battery 


Compared to the new heavy-duty 
VAL “DRY PROOF” battery, a cam 
This remarkable battery 
as often 


els a piker! 
actually needs water only 
conventional batteries! That's why 
taxicab, tractor and light4track owners 
everywhere say it cant be beat for 
sop tart service 

What's more. the mew YA/ 
PROOF”  Fiberalas 
onstruction provides 


DRY 
insulation mat 
ainazing dure 


you caw o@ SURE i ws Westingh misc 


Westinghouse 


Bless 


ot 


he 


during the war 


since the war 


of 
by 


— 


a) Senate eome w oweeee 


Foe Cee Reet emmy 


Fleet 


bility 
rapa ity te 
longer! 


its extra plates provide higher 
deliver more power— 


We are particularly happy to give 
a award to Goodyear, for two 
asons 

Ome. Cron 
‘lieves in advertising. It advertised 


and has advertised 


xlyear is a company that 


both heavily and well 
I'wo, our confidence in our selection 
Goodyear has been strengthened 


information received after we made 


our decision which, though strictly 


nfidential, indicate that 


vmodyear market acc eptlance has heen 


seems to 


ming along “very OK ‘ 


leo on the All-Star Team 


We don't want 1949 to pass too far 


to history without making som 


knowledgment in the direction of 


veral other advertisers whose efforts 


during 1949 provided bright spots in 


our examinations of conte mporary in 


di 


there are 


fo 


Pp 1igns 


wi 


our files 


we 


Undoubtedly 
others who deserve a 
* but the 
whose cam 


istrial advertising 
some 
mention 


rt of “honorable 


llowing are the ones 
immediately to mind 


look back over 


(which is a pretty good test 


come 


thout our having to 


think) 


Aluminum Company— as ever 
Goodrich—as ever 

Kingsbury Machine Tool Corp 
we got a kick out of them 
The McBee Corp.—couldn’t 
reading them 

Rev ordak 
cellent selling 


Warner Electric Brake Ce 


resist 
Kodak 


(Eastman 


ditto 


Westinghouse — some fine cam 


paigns 


Men of the Month 


%& We came near giving the accolade 
to Westinghouse, whose advertising 
has been outstanding the past year 
Apparently Westinghouse likes one ad 
in particular as much as we do, be 
cause we've seen it in a lot of places 
Its title is “A Piece of the Sun Is 
Needed Here,” and the illustration is 
of an airplane threaded to the ground 
by a beam of light piercing some 
angry clouds. This ad is remarkable 
in several respects: 

l. The Westinghouse slogan, “You 
Can Be Sure . . . If It's Westinghouse” 
gets top billing. You'd expect a slo 
gan so located would throw away the 
ad, but the ad is so good it can carry 
it graciously 

2. The inspired handling of the 
airplane from the 
part of the illustration and silhouetted 


removed main 


against white space. 
3. The wonderful headline. 
1. Some extremely readable copy 


dramatic, but not over-doing it 


that does a fine job for the Westing 
house label wherever you see it. Note 
all the good, sharp, meaningful words 


in this « opy 
Foe we will alwave have with us 

And the pilot hates it worst 
hates it, shuns it, strains eves and 
will to get through it . and then 
probably has to go around it 

His fondest wish is for a piece of 
the «un brought right down to earth 
Preferably, he'd like to have it 
mounted in a reflector and dot 
dot dot those reflectors in blazing 
flashing lines along his landing strip 

So for these eager pilots, for 
every man who flies . . 

Westinghouse has made its own lit 
tle «uns for just this need. Three-bil 
lien-candlepower-bright they are. Yet 
the light source (the bulb) ix so 
emall it can be held in the palm of 
your hand. It shines through zero 
rero conditions 

This amazing Westinchouse light 
source can be used as a basic part of 
any all-weather-approach light system 
It makes the pilot «ure where he's 
setting down his wheels after instru 
ments bring him in close 

These brightest light« ever made 
these pieces of the sun, are but one 
jewel of superb engineering and pre- 
cision manufacture from the galaxy of 
Westinghouse achievements 

They are a reminder that on re 
frigerators« or turbines, on meteors or 
lamps, you can be sure if it's Westing 
house 


We'd have been happier if the next 
to-last paragraph—a little on the pur 
plish side—had been left 
but still a top-notch job bw E. I 
j Page 88 


unwritten 


Continued or 
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There are no salesmen HERE 











Cleaning Shop Foreman 
Metallurgist 

Pattern Shop Foreman 
President 
Superintendent 

Sales Manager 
Production Manager 
Inspector 

Molding Foreman 


@ These men are buying. Nobody in this picture is doing a visible selling job, 
yet these are the men who must be sold—the men who have buying influence 
over foundry equipment, materials and supplies. 


But how many of these key foundrymen does the average salesman see ? 


How many salesmen can get by the front office into the plant and get their 


product story across to the men who really count ? 


That's the hurdle you must clear if you want to sell to this active market. 
Foundries are spending money to save money—are searching for ways and means 


of producing higher quality castings at lower cost. 


To get the attention of foundrymen—those who make the buying decisions— put 
the job up to The FOUNDRY. The titles listed above represent only part of the 
foundrymen who read The FOUNDRY. The remainder is made up of other 
foundry executives, production and technical personnel who complete 

the buying team. 

There are more than 45,000 on that team—and they read The FOUNDRY from 
cover to cover to make sure they are keeping up-to-date on foundry developments 
The FOUNDRY talks their language and concentrates on their problems, 

Let The FOUNDRY do the spade work for your salesmen. Capitalize on the low 
cost coverage of all the buying factors in the plants which operate 


95% of the industry's melting capacity. 


A PENTON PUBLICATION - Penton Beilding 
Cleveland 13, Ohie 
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* Fruchauf 


ANDREW, executive vice president, 
Fuller & Smith & Ross 

wis it excess of dignity or lack of 
that retards industrial ad 


order 


Cleveland 


sales sense 


vertisers from asking for an 
right in the ad? Fruehauf Trailer goes 
a sale hammer and tongs, like 


store, but it’s an 


alter 
a cul-rate cosmetic 
exceptional case that is worth imita 


$614 
Ruys The Bes! 
A Genuine Fruchauf 
Unit-Bailt Van Body 
That's the headline. The $614 comes 
up again in the subhead 
$614—Painted! Mounted! Ready 
to Roll! 
The copy is breathless 
Leok at the 
price! Here's 
at an amazingly low 
line price. Fruehaufs are the 
Body buve of the vear 
All Steel All Welded! Fruchauf 
Bodies are “Unit-Buih” like the 
famous Fruchauf Trailers 
lighter vet «tronger throughout. “Unit 
Bail” 
extra long life 
Welded into a 
nothing can work 
Nothing can warp or «plinter 


Look at the 


quality 


features! 
custom-built 
produc thon 


Track 


\erovan 
extra ruggedness 

extra low upkeey 
rigid wnit 
weaken or 


means 


single 
loose 
rattle 
This main text is helped out by the 
panel of competitive copy upper right 
extra-value features at 
all ‘exclusives’ found 


And 


listing six 
no extra cost 
only in Fruehauf Truck Bodies.” 
here's the close-for-sale 
Your 
your Rody, paint it and have your new 
Truck ready to start earning in a mat 
ter of hours. See vour Frue 
hauf Branch today for the model best 
enited to your needs 
A swell selling pitch 
the Zimwen-KELLER organization, De 


troit. 


Fruchaef Branch can mount 


nearby 


written by 


FLOTATION RECOVERY OF COAL FINES 
Pum Anptention Benet 




















*& Denver Equipment 


*&The layout wouldn't win any 
prizes—in fact, it may be awful 
enough to keep anybody from reading 
the ad-——but the copy in this Denver 
Equipment Co. ad does a great selling 
job on any reader who has the pa 
with the unfavorable 
we were 


thence to stay 


reading conditions, and 
curious enough to do just that. 
“Flotation Recovery Of Coal Fines” 
is the headline, and we imagine that 
such a headline is poison to people 
who don’t care a fig about coal fines, 
but for people who do (and the Copy 
Chasers) it makes the ad practically 
must reading 
Subhe ad = supremely Ingenuous 

Applications 
Results 
Follows, then, a series of 12 square 


The Prine iples 


illustrations, most of them diagram 
atic, each supported by a seven-line 
Making 12 captions all come 


it seven lines even must have been 


captor 


murder! The story sequence traces 
the principle of flotation and its ap 
plication from the discovery in 1903 
that bubbles would pr k up « hemically 
treated particles of mineral in a weak 
wid them to the 
surface a discussion of 
bubble 
larged 


work and 


Tria hine 


solution and carry 
through 
reagents, en 
photographs f bubbles at 
» cutaway of the flotation 


to a series of application 


structure und 


pr tures 


sticks strictly to business 


Sample captions 


Copy 


Enlarged photographs of several 
bubbles carrving particles to surface 
Addition of pine oil or other froth 
producing reagent often aids in creat- 
ing emaller, more active, bubbles 


is 





*% Richmond Radiator 


which have greater attraction to the 
reagent coated particles of fine coal. 
Floating coal. Costs of recovering 
marketable product from coal wastes 
already at surface range from 20c te 
5S0c per ton of recovered coal, Flo- 
tation feed comes from slurry water, 
silt, sludge, waste dumps, middlings, 
coal dust and high-ash mine-run coal 
fines. 
There's a generous coupon, offering 
a selection of bulletins, to complete 
this unconventional ad which really 
deserved double the space. We envy 
anybody who has the opportunity to 
write about such wonderful things as 
slurry, silt, sludge, dumps and mid 
dlings; still, we think an exceptionally 
fine job was done, under handicaps, 
by Witutam F. Happon, 


manager, and Paut E. Coox, Denver 


advertising 
Equipment Co., Denver 
*®Richmond Radiator has a dandy 
way of introducing human interest in 
to a description of product features 
The ad has five illustrations, each of 
four showing a Richmond workman 
doing some job that builds quality in 
to the Richmond The fifth 
is closeup of the chief assembly line 
inspector. The interesting thing about 
this ad is that the complete product 
story is told in terms of the men, who 


furnace 


are mentioned by name. For some ex 


amples 

Peter Lach has been working with 
sheet metal for 31 wears. Pete checks 
the work of the sheet metal depart- 
ment against specifications His veare 
of experience have made his checks 
exacting. Not until he is saticfied 
that original specifications have been 
met—does the unit go onto the assem- 
bly line. 

Rebert Kleiman, a line inspector, 


(Continued on Page 92) 
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To help you profitably | ,,..0 s.,— 
sell wood fabricators Sis abe 


Wood Finishes 


in 1950... = OT 


meat 


Portable Sanders, Rowters, 
Drills, Sews and Tools 


Abrasives and Sanding Equip- 
ment 


Carbide Saws, Cutters & Knives 


Cutting Tool Grinders ond 
Sharpeners 

Dimension Stock, Plywoed & 
Lumber 


Wood Screws and Fosteners 
Conveyors end Handling 
Equipment 

Dust Control! Systems 
Cabinet Hardware 

&. F. Heeters 

Dry Kilns end Equipment 
Veneer Dryers and Equipment 














TELL US you'd like a tabulation of the 
tremendous response being created right 
now by advertised products similar to 
yours! Your agency will gladly contact 
our nearest serviceman listed in S.R.D.S. 
or write Cosgrove Publishing Co., Grand 
Rapids 2, Mich. Unless you insist, our men 
pay only brief business visits, no matter 
how much we'd both like you to advertise! 


wooD WORK ERS REPORTER 
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ESTIMATED COMPLETION CALENDAR OF HIGHWAY ROUTES 
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'T REACHES THE EXPERTS WHO PICK THE PROOUCTS FOR 


McGRAW-HILL PUBLISHING CO., INC. 
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construction man’s calendar 


The construction man's calendar measures the 
time it takes to convert dollars into structures — 
and he’s converting more dollars into all kinds 
of structures than he ever has before 


Usually his calendar for any project covers 
many months. Sometimes years. It’s different 
for every project. But always it's an important 
factor conditioning sales in the engineering con- 


struction market 


It took six years, for example, to build the 
George Washington Bridge over ten years to 
complete Hoover Dam. The illustration shows 
a six-year projected construction calendar for 


one important highway system 


Many things can happen in such time-lapses 
to upset product specifications for any engineer- 
ing construction work. The responsible experts 
are constantly alert to better ways of getting the 


job done. Few specifications are closed tight — 
beyond changing for improvement. Sales oppor- 
tunities can and do crop up anywhere from the 
time specifications are written till the project 
is completed. To protect the sales you've made 
and to cash in on new opportunities, keep your 
product's advantages matched to your prospect's 
needs by advertising in Enctngeerrinc News- 
Recorp 

Every week ENncingeerInc News3-Recorp 
reaches all the kinds of experts who are con- 
verting dollars into structures — buildings, water 
and sewage works, highways, bridges, tunnels, 
all kinds of engineered structures. Your adver- 
tising in it will pique their interest at every stage 
of their working calendars. 

And right now construction men’s calendars 
are busy. Engineering construction volume is 
higher than its highest previous peacetime peak. 


Six reasons why advertising cuts the cost 
of selling in the engineering construction market 


Prospect Identification: Every construction product 
1 must meet the approval of several kinds of experts 
some in the same and some in different organizations 
located in different places. These men are sometimes 
hard for the salesmen to identify 

Movement: Many of these construction men are on 
2 the move from job to job, from place to place 
They're sometimes hard, sometimes impossible, for 
salesmen to locate 

Job Variety: No two construction jobs are apt to be 
3 alike, yet all are based on common engineering and 
construction knowledge and techniques; all involve 
similar steps in their progress from original idea to 
completion. Your prospects’ future job interests con't 
be identified by the work they're doing today. 


Time: From “specs” to finished project may take 
4 many months, even years. Approvals and specifica- 


tions can, and do, undergo many changes. That calls for 
relentless vigilance in keeping your product sold. 


Design and Specification: To get your product ap- 
5 proved or covered in the “specs” means pre-specifi- 
identifying the men whose approvals 
. » before 


cation selling 
you need, locating them, convincing them . 


their decisions are set 


ENGINEERING NEWS-RECORD provides a means 
6 of reducing the cost of removing those five blocks 
to sales. Over 41,000 paid subscribers use it as the source 
of news about men and jobs and costs and trends, the 
source of new construction ideas, the source of new 
engineering applications and their requirements in 
terms of materials, equipment, tools, parts, and supplies. 
Your customers and prospects have believed in and 
relied upon ENR for 75 years. 


CONSTRUCTION PROJECTS 


330 WEST 420 STREET, NEW YORK 18, N.Y. 
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ENGINEERING 
NEWS-RECORD 


P 





is devoted to the materials prob- 
lems of product design and 
manufacture. Its editorial content 
deals with the selection of all the 
different engineering materials, 
parts, and finishes used in product 
manufacture. 


This editorial program includes 
attention to all methods and equip- 
ment employed for changing or 
improving the properties of the 
materials. The entire program may 
be summed up as the application 
of engineering materials to prod- 
uct manufacture. and is defined 
as “Materials Engineering.” 


Methods 


editorial program includes:— 


(1) The selection of engineering ma 
terials from their end service 


performance standpoint 


(2) The selection of these same ma 
terials from their processing or 
working behavior standpoint 


Materials 
Methods 


is the only business publication 
which deals exclusively with the 
materials problems of product de- 
sign and manufacture. It is the 
only materials engineering maga- 


zine serving the product manufac- 
turing industries. 


A REINHOLD PUBLICATION 


Independent Pneumatic Tool 


Copy Chasers 


Continued from Page &8) 


supervises the assembly of the vari- 
ous parts of the heating unit, He 
makes sure each element is in its 
proper position and thoroughly se- 
eured in place. For years Kleiman 
has been on the line—checking his 
assemblies—-and passing them on for 
enamel jackets. 


And so on, for an exceptionally ef- 
fective ad, written by Harown D. 
McANeny, director of advertising for 
Richmond Radiator Co., New York, 
who was with Richmond's agency, 
Flet her D. Ric hards, Inc., New York, 


when he prepared the ad. 


New Year's Notes 


Independent Pneumatic Tool will 
“deliver to you—entirely at our cost 

any one of the great, new Thor 
Portable Power Tools for Free Trial 
in your plant.” Further than this, the 
offer is made on insert stock which 
provides a business reply card, 
making it easy for the reader to ac 
cept the offer with the least amount 
of effort. 


Tide Water is having a fine time 


Insulite Div 


Tide Water 


Pittsburgh Equitable Meter Div 


with cats. An ad headlined with the 
one word “COLOR” shows a black- 
and-white mother cat looking askance 
at a brown kitten in her litter. Copy 
starts: 

For maximum production . . top 
efficiency . . lowest operating cost, 
give your machine the finest in lubri 
cants—give them Tycol oils and 
greases. 

We aren't that curious that we 


should subject ourselves to any more 
of that platitudinous copy, so we can’t 
tell you what the cats have to do with 
oil. 

The “Great Gildersleeve” of radio 
and movie fame is doing a picture 
series for Rockwell Mfg. Co.’s Pitts 
burgh Equitable Meter Division 
Dames in it. Makes no sense to us. See 
cut. 

Couple of months ago, we had a 
piece on layouts. We included some 
horrible examples. The Clipper one 
belongs. See cut 

“To get the real story about sheath 
ing costs you have to figure the total 
applied costs . . . not just the cost of 
materials alone. It’s the total cost that 
the customer pays for.” We don't 
share the exper tation of the advertiser 


Bc cnomatic E2t- 


Cone Automatic Machine 
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Insulite Division, Minnesota and 
Ontario Paper Co.—that readers will 
actually take pencil to paper, but the 
charts are there in the ad to be filled 
out. If they were filled out, it would 
show that the total applied cost—la 
ber scale, man hours, waste of ma- 
terial, and insurance, on top of cost 
of materials—is less with Bildrite. 

This Cone Automatic Machine ad 
takes a little study before it begins 
to make sense. At top, what are ap 
parently two identical Conomatic 
frames. Under each a red rectangle. 
In one rectangle: “Heavy, Massive.” 
In the other: various specification 
data. The headline: “Are You Subject 
To Withholdings?” And the copy: 

The withholding of information re- 
garding the facilities of machine tools 
would be unintentional. But the use 
of generalizations and approxima 
tions, instead of specifications, ac- 
tually is withholding. Generalizations 
fail to establish the superiority of a 
machine's facility through terms 
which lack a definite basis of com- 
parison. They leave an impression of 
doubt as to tangible substantiation. 
That’s nearly the worst piece of 

writing we've ever forced ourselves to 
read, but apparently they're taking a 
crack at their cornpetitors’ advertising. 
Translated, that mess of long words 
means: the hell with the adjectives, 
let’s have facts and figures. 

Second paragraph: 

There is nothing definite about a 
“roomy” tooling area: nothing speci- 
fie about a “rugeed” tool slide. and 
nothing comparative about a “mas- 
sive” frame 
Somebody had a good idea there. 

It’s what the Copy Chasers have been 
preaching for lo, these many years. 
but we do hope we've said it better. 

—The Copy Chasers 


o 
Joun K. Houcn, IM’s Man-of-the 


Year, has been with Goodyear Tire 
& Rubber Co. since graduation from 
Amherst in 1914, and his work has 
always been in sales. His career could 
be entitled “seeing the country with 
After the first two years 
in Akron, he went to Florida, then 
Boston, and in 1919 to Los Angeles 
when Goodyear opened a factory there. 


Coodvear = 


He remained for 15 years in Cali- 
fornia, where he was made sales man- 
ager of the company’s west territory. 

He returned to Akron in 1934 and 
later went to England to become 
managing director of Goodyear Tire 
& Rubber Ltd., at Wolverhampton. 

Back to Akron in 1937, he became 
director of advertising, the position 


he holds today. 
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wy (ow) coat Sales Tool 


Engineering production, manage- 


ment and procurement executives repre- 
senting the nation’s industry will attend 
this Exposition — to be held in conjunction 
with the Chicago Technical Confer 
Additional thousands, whg 

Chicago participati 

West Power 

have bee 


Bcations 

phone today 

ure, list of exhibit- 
rates. 


WIRE, PHONE 
OR 
WRITE TODAY! 


FOR 1950 


INCLUSIVE 


50 
neer- 

BS socreties 

grew ovt of 

er Production Clinics 

d has now become a 
Notional institution. An inten 
sive promotion ond publicity 
program will bring en wh 
precedented number of buy 
ers to Chicogo for the 1950 
Exposition, Apri! 4 through 6 
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Canadian Business Paper Advertising 
Volume for 1949 and 1948 


Linage increases a slight .1°%, in 1949 over 1948 





ATLANTIC 
FISHERMAN 


| Provides Controlled 
Audited Coverage 


1. The owners of all docu- 
mented fishing vessels. 


2. The owners of all smaller 
boats with worth-while buy- 
ing power. 


3. The canners, packers and 
shippers who control or in- 
fluence buying for fishing 


boats. 


4. The key marine equip- 
ment and supply dealers and 
boat yards who service the 
fishing fleet. 


Atlantic Fisherman is the 
one paper that docs a 
concentrated and thor- 
ough job of covering the 
Eastern and Southern 
fishing boat field. — 


New York Representative 
KENNEDY ASSOCIATES 
60 East 42ad Street New York 17 
MUrrey Hill 22-6598 


Pacihc Coast Representative 
NOURSE ASSOCIATES 
412 W. Sinth Se 580 Market St 
Les Angeles 4 Sea Francisco 7 





ATLANTIC FISHERMAN 


CCA 


Goffstown, New Hampshire 





Yeor 


Industria! 
Tract 
Class 


Greed Tete! 


Uniess otherwise noted, all publications « 


Industrial Group 19e9 1ea8 
Peges 
British Columbia 
Lumberman 12 
Canada Lumbernwm: 1! 

anadian Aviation “52 
anedian Chemistry & 

Process Industries a2 
atadian Fisherman 290 
anadian Pood industries . 
anadian industrial Equip 
ment News (94 012%) 

Canadian Machinery & Manu 
facturing News 
anadian Milling & Feed 
anadian Mining Journal 
anedian Packaging 

(Seven issucs yearty) 
anedian Printer & 

Publisher 
anadian Refrigeration 
Journal 
anadian Shipping & Marine 
Enainecering News 

Canedion Textile Journal 

bi-w 
anedian Transportation 
anadian Woodworker 

Administration 


‘ 
s 
‘ 


Engineering Journal 
naineering and Contract 
Hecord 
Harbour A Shipping 
Industrial Caneda 
Meadern Power and 
Enainercring 
Plant Administration 
Pulp & Paper Magazine 
f Caneda *1578 
The Pre Cambrian 
Shoe and Leather 
Journa avo 


21,400 21,075 


Trede Group 149 1948 
Pages 


tive 


nadian Blacksmith, Welder 
& Nepairmen 
Canadian Bookseller 
7% 
Canadian 
semi-™m 
anedian Paint and 
Vern'sh Magezir 
(Canadian Statione 
Drug Merchandising 


and Furnishings 


chant of 


irant 
rnd Dry Cleaning 
f Caneda 326 
m4 
139 112 


Pege 

1969 1948 Chenge 
21,400 21,075 + 325 
13.464 14,103 2:9 
8,863 8.915 2 


44,127 44,003 ; “4 


monthiies with 7 x 10 inch type page 


Trede Group ee 


Maritime Merchant 
x10) (semi-ox 765 819 
Men's Wear f Canada 
(8 5/tGx12 
took 
or in Canada 
(7 1/3u10) 
Painting and Decoratin 
Contractor 
Radio Television and 
Appliance Sales 
Radio & Electrical 
Trade Bullder 
Retailer 
Sanitary Engineer, Plumber 
and Nteamfitter of Canada 
Style (15a104,) (semi-mo.) 
Western Retailer 
65/6x10 bi-m Li 


Total 13864 14,10 


Pages 
Cless Group 1949 1948 


Buss and Truck 
Transport in Canada ) 878 
Canadian Advertising 
quarterly) sxe) 
Canadian Doctor 


i‘, x6! 
Canadian Hotel Review 
and Restaurant 
Canedian Hospital 
Canadian Journal of 
Comparative Medicine 


(Su7% 
Canadian Medical Associa 
tion Journal (6% «9% 
Canadian Pharmaccutical 

Journal (semi-m 
The Financial Post 
Tale ) 
Journal of the Canadiar 
Dental Association (5x8 
Life Underwriters News 
Marketing (8%x«12% “ 
Modern Medicine 


ess quart 
Shipping Register & 
Shipbuilder 


* Includes classified » 
December estimated 
Three issues 

* First issue ‘nm April, 1949 

erchant formerly published 


sdvertising 


ip; ince Sales 

rmeriy Radio & Appliance Sales 
Radio & Flectrical Trade f 
formerly two publications, Radio 
Builder ud Modern Electrical 
thandising. F'gures for 1948 are 
bined advertising volume for these 
business papers 
Fou issues atinually in 1948 


_ ITAL YEARLY advertising pages for a selected group of Canadi 


in business papers show a small increase of .1% over 1948 fig 


ures. The 1949 totals of 44.127 pages were 34 pages over the 1948 


figures of 44,093 pages. 


Three classifications comprise the 70 Canadian business papers 


listed, based on the editorial direction of the publications. The in 


dustrial group of 27 papers was the only one to show an increase in 


1949, with a percentage rise of 1.5' 


1948 


, an increase of 325 pages over 


The 27 papers in the trade group showed a decline of 239 pages, 


or 19 
under 1948 


while the 16 class publications dropped .6%, or 52 pages, 
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Problems English . . . Spanish . . . Portuguese 


(Continued from Page 24 


rect mail advertising then certainly 
you have a question as to which 


should be used. However, you use 
magazine advertising to reach far be 
yond your own mailing list and so 
need one to compliment the other. 
Editorial standing and the service Sell The World! 
1 magazine gives also provides a good PY 
setting for your advertising. Perhaps — 
-_ yf sodas I HITCHCOCK'S EXPORT SALES CATALOGS are 
one of th best stories along this line the basic romotionc! media for reaching 
foreign markets. Lists are cccurcte as names 
was told years ago by Col. Chevalier are checked in the field by Hitchcock's own 
staff. Cost is low and tailored to fit any 
when he suggested that a good golf budget. Constant use by buyers abroad 
Id } | j } } produces results. Buyers abroad are trained 
game could not be playes with only to consult comprehensive catalogs as a source 
one or two clubs. As in golf, so in ad Ry RG = 
vertising If we use all of the various giving « re descript — graphic illustra 
™ tons and specifications of equipment and pro 
media we wll. no doubt. do the hest ducts for your prospective buyers 
marketing job Catalogs are within easy reach of the buyer's fingertips ready to answer 
guckly and demonstrate the benelits and advantages of your equipment 
2 2 8 | doo { | sa > i she ck ts Cc c 
Localized Advertising wh £1 ~~ 47 a s opened by advertising in Tt tchcock's Expor ties Catal ogs 
Distribution of Hitchcock's Catalogs is personally supervised by Hitchcock's own staff 


Tt has always been our practice to - ‘ener 


Countries « sre visited and every name is checked tor accuracy 


localize our advertising as much as pos 
sible. We onerate out of a number of 


EXPORT SALES CATALOGS + + -/55UED ANNUALLY 


plants throughout the country: our ad 
vertising is issued from one central of 


fice. Local plants of course. like us to 

INDUSTRIAL REFERENCE English edition 
“ With a guaranteed distribution of 17,000 copies 
telephone number and even local re annually in 64 nations of Europe, Asia, Africa 
ers id the ’ All th and Australia to manufacturers, distribu 
urn-address on e envelopes this tors, purchasing commissions and other buyers 
of industria! equipment and products 


use their local stationery, address and 


muses a multiplication of advertising 


I ’ to me co rine fees oa or 

mventory end complica ur work AVISADOR TECNICO Spanish edition 
Just how far do vou believe it is neces Issued every year. Guaranteed circulation 
sary t : tl | | 1 id of 7,800 copies (actual distribution exceeds 
é © carry Ms localized idea Ap 6.500 copies) in Spanish specking countries 
of Latin America cas well as Spain and her 
possessions 


INDICE TECNICO Portuguese edition with 

much as is practical, and we urge the ennual distribution of 4.200 copies guaranteed 

» | ; Covers industry in Brazil, Portugal and 
use of local letterheads lo« al address Portuguese Atrica 


VERTISING VIANAGER 
We believe it is best to localize as 


es, tele phone numbers. We do not 
think it is necessary to ship direct 
mail to the various local plants in or 
der to get a local Post Office marking 
because this may cause delay and 
even loss of the material. We do not 


believe it is necessary to localize the The Spanish and Portuguese Editions of NEW 
EQUIPMENT DIGEST. LA MAQUINA's circulation 

grat was jumped several years ago from 5,000 tw 
cause not too much attention is paid gue?" _.< 12.000 circulation. Now Hitchcock has combined 
pitt — it with REVISTA INDUSTRIAL and total circulation 

to the envelopes, and it is so much psv* — or is mow more than 20,000 copies monthly. All of 
1 PE s Latin American industry is coverec monthly by a 

more pract il to have all of your re . . business publication that is CAA audited and 
t » mail me into vor . | -- Hitchcock-controlled. As tor as is known 
urt rail come into your own centra Hitchcock is the only publisher who chocks the 
dve sine de . se circulation personally in the field, an especially 
advertisir ep»rtment. In this way valuable service in a foreign circulction list 


you are also able to avoid at least a ‘ >» eee ee written » bee native Lotin Americans 
and 


REVISTA INDUSTRIAL > LA MAQUINA °° **/5SUED MONTMLY 


return addresses on the envelopes be 


experts, REVISTA INDUSTRIAL LA 
MAQUINA never goes over the heads of the 
readers, but hits home with practical articles in 
‘ native idiom on new U. S&S. machinery and 
Issues Booklet on Floor Displays cae kaw lees end an henmmenen Servien 


A 60-page booklet. “Successful Store 


Lavouts,” has been issued by Building 


multiple inventory on envelopes 





Supply News, published by Industrial 
Tek a eta, ea Use REVISTA INDUSTRIAL — LA MAQUINA to Send for data on 
— a6 . Latin America and other Spanisi the Hitehcock Export 
The booklet contains more than 225 Portuquese speck markets... a big x... 
Group. 


photos and drawings aimed at giving powerhouse of buying 





building material dealers ideas, plans 
and designs for modernizing and build 
ing new dealer stores. Working draw 
ings and dimensions are given on island 

displays, counters, shelves, bins and HITCHCOCK PUBLISHING CO. 
other fixtures used to display and stock WHEATON ILLINOIS 

mere handise ‘ 
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December 
Volume 10.4°/, (in Pages) under 1948 


industria 
Trade 
Product News 
Class 


bE xport 


Greed Tote 


1949 


{in Pages) under 1948 


Year 
Volume 7.9° 


December 


eges 
1948 


P 
Industrial Group 1949 


rte 


Canner 
( eramile 


Dairy 

Design 

Messe! My 

Distribut 

Dritling 

Drug & ( 

Rieetric Light A 

Flectrical Proaine 

Flectrical Const 
Maintenance 

EBleetrical South 

Flectrical West 

Blectrical World (« 

Flectronics 

Engineering & Mining Jos 

Engineering News Reeord 
(w. 

Fucavating Engineer 

Factory Management 
Maintenance 

Fire Engineering 

Pleet Owner 

Pood Industries 

Food Pucker 

Food Processing 

Poundry 

(eas 


% 


are th 


10,000 


Industrie! Group 
Gas Age (bi-w 
Heating & Ventilating 
Heating. Piping & A 
Conditioning 
lee Cream Review 
Industrial & Engineerir 
Chemistry 
Industrial Finishing(4 
Industry & Power 
Inland Printer 
Interiors 
Iron Age (w 
Lumberman 
Machine Design 
Machine & 7 ! 
‘ x 6 
M hinery 
Manufacturers Record 
Marine Engineering & 
Shipping Review 
Mass Transportation 
Materials & Methods 
Mechanical 
Mechanization 
Metal Finishing 
Metal Progress 
Milk Dealer 
Mill & Pactory 
Mining Engineering 
Modern Machine Shop 
‘ x 6%.) 


Railroads 
Butter & Chee 


Modern 
National 
Journal 
National Petr 

National Provisioner 
National Safety ‘ 
oua Journal (w 
Operating Engineer 
Organic Finishing 
Packaging Parade (9% 
Paper Industry & Paper 
Paper Mills News (w 
Paper Trade Journal 
Petroleum Engineer 
Petroleum Processing 
Petroleum Refiner 

Pit & Quarry 

Plant ngineerring 


(a8 


wer (Ceneration 
Practical Builder 
Printing Magazine 
Product Engineering 
Products Finishing «4 
Progressive Architectur 
Purchasing 
Quick Frozen Foods & 

Locker Plant 
Rallway Age iw 


INDUS 


Fngineering 


vleum News(w 
« 


fete mamas Votume figures for 1949 
show a 7.9% decline under 1948, 
with the 250 business papers dropping 
a total of 26,673 pages. 
December advertising volume 
10.4% 1948 figures 


» 


was 
under a loss of 
598 pages 
The 144 Industrial papers lost 10.6%, 
or 1,772 pages in December of this year, 
with the 53 Trade papers reporting a 
decline of 128%. A one-page gain 
appeared in the seven papers of the 
Product News group, while the 27 Class 
papers lost 5.6 and the 19 papers in 
the Export section dropped 6.7 

The compilation of yearly figures show 
a 7.1%, or 15,088 page, drop for Indus- 
trial publications; 10.4 or 7,897 
pages, for the Trade The Prod 
uct News group gained 1.1 or 29 
pages in 1949, with Class papers drop 
ping 6.7 Export divi 


papers 


or 1.902 pages 
sion publications show a loss of 11.8% 
© 1,815 pages for 1949 

therwise noted, all publications 


ind have standard 
type page 


monthlies 
x 10 ine? 


December 
1948 


1949 


‘ 


~ xr 


Blue Pk 


se 


68 
14 
2008 

ans 
6709 

AO 

158 
x12 
World 


ww 


x4 
. 


the 
202 
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' —_ Read in 35,132 Plants 





New Power Pient 
Ches. Pfizer & Co. 
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are the hardest to tailor!” 
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my face 
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rt exhibits. We’re out to sel 
nip in print are even 
l here, ever\ 
t be balanced Write 
tiation can’t be 


American Type Founders av?) eaten haste 


Elizabeth B, New Jersey 





Industric! Group 


Railway Engineering & 
Maintenance 
Railway Mechanical Eng 
Railway Purchases & St 
Railway Signaling & 
Comasunications 
Roads & Streets 
Rock Products 
Sewage Works Engineering 
Shears 
Southern Lumber Journal 
Southern Lumberman 
Southern Power & Industry 
Stee! “ 
Supervision 
Telephone Engineer 
Telephony w 
Industries 


World 


Engineering 
Engineer 
Canner and Packer 
nstruction News 


rking Digest 
x 
ou 
Pet 


tal 
Product News 


ur 
7x10 pages 


Tote! }/9 Pages 
<c 
1949 1948 


Fquipment 12 
pment Ne 702 
1 148 

m4 


Yrode Grovp 
Air dit 
ti News “ 
American Artisar 
American Druggist 
American I 


Combin ne 

Druggist Editions 
eral M 

Va 


Departine 
I 


Merchar 
9x 12 
Flectrical Wholesa 
Farm Fauipment Ret 
Farm Implement News ( 
Fuelol! & Ol! Heat 
Gever’s Tople 
Glass Digest 
Hardware Age (bi-w 
Hatchery & Feed 
Hosiery & Underwear 
Revie 
ry Industry Week 
ry Merchandising 
Implement & Tractor 
Implement Record 
ndustrial Distributior 
ewelers’ Circular-Keyst 
sather & Shoes (w 
rie Merchandising 
r re & Dispenser 


iy 2 6% 
Jeweler 


ttlers’ Cazette 
iture Heview 
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Trede Group 
Photographic Trade News 
Piumbing 4 Heating Business 
Plumbing & Heating Journa! 
Piumbing & Heating 

Wholesaler 
Poultry Supply Dealer 
Progressive Grocer (44 57%) 
Sheet Metal Worker 
Southern Automotive 
Journal 
Southern Hardware 
Sporting Goods Dealer 
Sports Age 
Super Market 
Merchandising 
Variety Merchandiser 

4% =x 6%) 

Wood Construction & 
Building Materialist 


Total 


Ciless Group 


\dvertising Age (w 
10% x 14) 
American Funeral Director 
American Hairdresser 
American Restauran 
Banking (7 = 10 3/14) 
Casket & Sunnyside 
Chain Store Age 
Fountain Restaurant 
( ombinations 
Cleaning & Laundry World 
Dental Survey 
Fountain Service 
Hospital Management 
Hotel Management 
Hotel Monthly 
Hotel World-Review ( 
9% a 14 
Industrial Marketing 
irna f the American 
Medical Associatior . 
Laundry Age 
Medical I nomics 
‘\ =x 64 
Modern Beauty Shop 
Modern Medicine (sem!-m 
4% =x 6%) 
Nation's Schools 
Oral Hygiene (45/16 
Restaurant Management 
Set ‘ Coach 
Executive 
Equipment News 
School Management 
What's New in Home 
1 ’ n 


~ 


Export Group 


American Automobile 
verseas edition 
American Pxporter 
tw editions 
American Pxperter Industrial 
tw we 
Automoy 
Camin 
Farms 
Hacienda (two 
Fl Hospital 
Ingenieria Internacional 
Construccion 
tierla Internacional 


Digest 
ina Mecanica Moderna 
quarterly 
Pharmacy Internationa 
Revista Aeren 
Latinoamericana 
Revista HRotaria 
Spanish Oral Hygiene 
45/162 73/1 
er Mecankh« 


& 
Modern 


‘ana imericat 


Includes a special tsaue 

‘Includes classified advertising 
Does not include advertising 
> x 10 units, sold as pages 


in xpecial 


Fstimated "Two issues 


‘Four issues "Five issues 


? ssues 2¢ ssurs 

Formerly Food Process 
Correction: October, 1948 figure 
were listed as 216 pages This 
Note: The above figures must 
permission 


s for 


t be 


m Preview 


1020 


RR 


Western sect 


"Three issues 
Sia leeues 
"13 lesues 


11 issues 


SPORTING GOODS DEALER 
should 


qu 


ha ve 
ted 


been 191 pages 
r reproduced without 
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Employe-Public Relations 


to ‘ 


1 n Page 62 
ployer-employe communication At 
tendance was 10 times greater at the 
company -versus-union meeting than at 
the communication meeting. In other 
words, business must be across the 
barrel before it stirs 

But one great (and appreciated 
shortcoming of the programs on free 
enterprise is that they don't go deep 
enough. They descend to a general 
level 
What's needed is the ty px of program 


j 


that will come right down to the local 


ind then expand horizontally 


problems of every manufacturet 

He may be perfectly willing, to ac 
cept, for example, the need of a plant 
bulletin board program in his plant, 
and realize that it will do him a great 
deal of good in bettering his employe 
relations. But somebody must tell him, 
or show him just how to do it 

Too much program material—and 
here's another criticism—is aimed 
‘way over the head of the little cuy 
He listens politely to 
munications program built for a com 
and he 
But he 


employs only 250 people himeelf, and 


a plant com 


pany with 75,000 employes 


may even find it interesting 


what he wants to know is what he 
can do to build 1 program for his 


own ¢€ mploy es 


He can't afford radio and doesn't 


Hollywoodwork 


INDUSTRIAL GLAMOR is used in 
the person of Alan Ladd for a current 
campaign by Black & Decker Mfg. Co., 
Towson, Md. for its Home-Utility 
Electric tool line. Ladd testimonials 
feature December magazine, business 
paper ads. VanSant, Dugdale & Co. is 
the agency 


98 


think it’s necessary, which it isn’t. 
Personally he would like a nice-look 
ing employe magazine with lots of pic- 
tures and some color, but it would 
probably cost him a couple of bucks 
per employe per month, and he doesn’t 
think it’s worth it. It isn’t. 

This isn’t a major election year, but 
it’s an election year, and a decisive war 
on the whole topic of free enterprise 
vs. socialism, in the opinion of this 
department, is only two years away 
It means that the torrent of words is 
bound to increase in 1950, and a lot 
of them are going to be aimed at the 
employer, large and small, as well as 
the employe. But somewhere, some 
how, these programs of free enterprise 
persuasion must descend to meet the 


specific query “How?” 


Speak Now, Or... 


In an address before the Transpor 
tation Association of America, Dr. 
Robert E. Wilson, board chairman of 
Standard Oil Co. (Indiana), put a 
constructive finger on some of the 
evils of free enterprise selling. One 
point, with his elaboration of it, bears 
quoting: 

“We business men must stop talk- 
ing to ourselves and speak before au- 
diences which are less glamorous and 
friendly 


litically potent. No converts are being 


but more numerous and po 


made in this room tonight 

“This meeting will he a failure if 
its influence doesn’t spread far and 
wide and get to the grass roots. The 
white-collar groups must be made to 
realize that their future is seriously 
imperiled. Millions of people now 
»pathetically view the socialist trend 
ss something that will affect only ‘the 
rich” Actually 
white-collar 


socialization hits such 
people groups) first 
und hard 

“We must encourage qualified em 
ploves to speak before various groups 
und participate in civic affairs. Uni- 
versity administrators who want their 
students to get a broad view of our 
economy complain that it is easy to 
ret left-wing speakers or impractical 
difficult to get 
business men who will present the 


clearly and ef 


theorists, but very 
husiness vie wpoint 
fectively.” 

And this is a point which perhans 
might serve as a warning to the 
sponsors of free enterprise programs 


Dr. Wilson said 


‘Tt is my opinion that we shouldn't 


try to talk about broad generalities 
like free enterprise or statism, but 
rather tell the accomplishments, 
problems and aspirations of our own 
business—our own industry—or the 


role of industry in our community.” 


How Many People 
fre You Supporting? 


The more alert editors of industrial 
publications are localizing the com 
plaints about high taxes. Sparked by 
the Hoover Report, they are breaking 
down the findings into local applica- 
tions. One excellent example may be 
found in the “Spot-lite.” employe pub 
lication of Coleman Co., Wichita, 
Kas.. Catherine Cole. editor. 
“How 


people are you supporting?” Miss 


Using the heading many 
Cole arranged a photograph of a new 


ly-married Coleman employe who 


visits the company’s personnel de- 
partment with his bride to change his 
withholding 


The employe. replying to the question, 


exemption certificate. 
indicated that he was supporting only 
one person. his bride. But the text 
said: 

“That's what you think, Forrest. 
You, and every one of the rest of us, 
is helping support a person we don’t 
even know, and for whom we get no 
tax exemption Do vou realize 
that one person out of every eight 
working people in the United States 
today is on the government pavrolls?” 
“This 


means that you and six of your fel 


And editor Cole continues: 


low-workers are supporting a govern 
ment emplove (and his family too, of 
course). Every seven days you work 
one of them to pav the salary of that 
If vou're tired 
of the way your government is throw 
ing your tax dollars 
while thev’re trving to figure out how 


government employe 
around, even 


to raise your taxes, write your repre- 
sentative in Congress. A penny post 
card will do the job”. . . Congressmen 
are listed at the end of the article 


IN THE WIND 


Re-telling the Story 


Editors of employe magazines are 
sometimes inclined to pass up news- 
worthy situations; four publications 
this past month marked the tenth an- 
niversaries of their companies with 


only a brief mention of it. Perhaps 
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THE ONLY COMPLETE SOURCE 
OF AUTOMOTIVE DATA 
FOR ITS 19,000 READERS 


THE ONE MEDIUM FOR 
PENETRATING THE $14 BILLION 
AUTOMOTIVE INDUSTRIES 


The most complete source of data covering the USED FOR YEAR ‘ROUND REFERENCE 
automotive industries is now being prepared Alter the last Statistical Number was issued, 
Over 19,000 engineering, production, adminis- a study was made of 1000 AUTOMOTIVE 
trative and purchasing executives in 3112 auto- INDUSTRIES subscribers, asking 
motive manufacturing plants will use this valu- l—"Do you keep the Annual Statistical Issue 
able issue extensively for reference? 

2—"‘How long do you use it?” 
The 32nd Annual Statistical Issue will provide Mere ene the senna 


the latest data on automotive and aircraft pro- 
Percentage of Readers who use it 


truck, bus, tractor, engine, aircraft specifica POR REFERENCE 


tions and an abundance of other vital infor- 98 ~ % 
mation automotive executives use to formulate ° 


- j 
their plans Percentage of Readers who use it the 


YEAR ‘ROUND 


And from their study of the advertising sec 
] ; . oO 
tion, they learn of the leading suppliers of parts O. () 
materials, supplies, production and plant equip- 
With evidence like this, it is sound business 


ment. As proved by the Advertising Research 
to invest your advertising dollors in the one 


Foundation's intensive readership study of medium that is used extensively by the $14 bil- 
AUTOMOTIVE INDUSTRIES lion automotive manufacturing field the 
75°, of its readers influence AUTOMOTIVE INDUSTRIES 32nd Annual Sta- 
purchases; 81°/, specify brands; tistical Issue. Space reservations are being 
96°, read the advertising accepted now 


AUTOMOTIVE INDUSTRIES 


A CHILTON @® Publication 
Chestnut and 56th Streets Philadelphia 39, Penna. 


duction; registrations and sales totals; car, 


rn cal-m Ue hcolssloban’s Mm lel- lh taur | Mm) Ea: Magazine 


OTHER CHILTON AUTOMOTIVE PUBLICATIONS: MOTOR AGE + COMMERCIAL CAR JOURNAL 
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SMART KID! 
NO BOOKS! 


Zo you send your kids to school with 
Sout books? No, and we don't send our 
Espace salesmen to call without tools. 
TThese tools are few in number, and 
imple. We have a theory that there is 
Roo much black magic involved in space 
Belling today. So we concentrate on 
basic things 
You know your product. You want 
mdvertising to help sell it. You know 
our market. You need to know how 
Iron Age can cover that market 
ou 
You'll find your lron Age salesman 
carrying with him a simple story to 
Bhow you 93 per cent provable cover 
mee of metalworking market buying 
power by Iron Age. It's not a very long 
Btory. It's worth hearing 
This market coverage spiel is couched 
in terms easily understood. It's based on 
established by 


und deve lope d 


Industry classifications 
Bhe | S. Covernment 
Statistically just as your market re 
search man builds your own market 
studies 

In case you need some assistance 
with the definition of your market, our 
salesman is also carrving Iron Age's 
Basic Marketing Data. In three volumes 
it will give you any detailed informa 
tion needed on 15 branches of the 
metalworking industry. He can also 
show you why the metalworking indus 
try accounts for more than a third of 
all industrial activity in this 

Buying advertising space in lron Age 


country 


can be as simple as that. Your lron Age 
representative will be calling on you 
soon, or if you simply can't wait——write 
to us, and we'll put you at the top of 


hie list 
THE IRON AGE 


100 EAST 42nd ST 
NEW YORK 17. N_¥ 


GREW NETOW REN carion 


100 


company management considered a 
tenth anniversary uneventful, but 
Ecusta Paper Corp., Pisgah Forest, 
N. C., didn’t. In a fat, picture-ful is- 
sue, thoroughly homespun, the edi- 
tors told of the first 10 years of Ecus- 
ta, whipped together a job employes 
families will probably 
cherish for a long time. Source is 
Harry H. Straus 


and their 


Pu'l Up A Chair 


Managements are turning in in- 
particularly in 
smaller companies, to the employe let- 
ter mailed to the homes. It is an ex- 
tremely useful device, and doesn’t tap 
the treasury too hard. What makes 
many of them difficult to read is that 
they are couched in heavy manage 


creasing number, 


ment language 

Refreshing exception is the letter 
program of Rochester Dairy Coop- 
erative, at Rochester, Minn. This or- 
ganization produces for the most part 
single-spaced letters on a single letter- 
head sheet. Subjects concern the state 
of the business, the role the employe 
can play in increasing sales, and are 
salted down with occasional pleasan- 
tries off the industrial reservation that 
make the 


readable. Source is James F. Faber, 


letters sound homey and 


director of public relations 


ill Work and No Play 


Although the trend toward talking 
economics in industrial journals is 
commendable, the bx editors are 
making sure that they don’t rob their 
pul lications of human interest. “CTA 
Transit News” 
cover the facts about the business that 


makes it a point to 


employes want to know and should, 
but it lightens up the scenery appro 
priately so that a sound editorial bal 
ance is maintained Typi« al of a good 
human interest yarn is the pictorial 
coverage of a day in the public life of 
a bus driver. Yarn is excellently han 
died, with a superb pictorial pay-off 
final shot shows the driver, after driv 
ing his bus all day, taking his wife for 
a spin in his own car. John T. Fisher 
edits for Chicago Transit Authority. 
9 W. Monroe St., Chicago 90 


Open House, Grand Scale 


Over a period of 13 months, Steel 
Co. of Canada, Ltd., Wilcox St., Ham- 
ilton, Ont., has held six plant open 


houses, together with several special 
tours, at its various Canadian factor- 
ies. While the 50,000 people who at- 
tended represent no record when 
stacked against attendance at many 
open houses in this country, it’s a stag- 
gerer for the Dominion. 

The wrap-up was a special issue of 
“Stelco Flashes” employe magazine of 
the company, dedicated almost in its 
entirety to the five major programs. 
Photographs, clear and well chosen, 
show visitors at all the sessions; what 
makes the issue both interesting and 
valuable is that the editorial staff has 
told a story of plant operations as a 
continuing narrative siraight through 
the issue. Editor Ralph P. Young and 
staff deserve a nod for a workmanlike 
production, and for ending the issue 
on this up-beat item: “Company Has 
Plans for Expansion.” 


Sales Specialization 


(Continued from Page 56) 


the fabric of staff assistance to the 
field offices. 

\ district manager is assigned a 
territory, certain industry markets 
which are his general responsibility, 
ind a list of major accounts as his 
special responsibility. This list of ac 
ounts is, of course, amended as new 
people rise and others lose out 

He maintains what we call a “con- 
tinuous” call report covering each as- 
signed account, which is kept in dupli- 
ate. When a page of this running “his. 
tory” has been completed, the dupli- 
cate of that page is sent to Toledo. 
Where calls are needed infrequently, 
it may take several months to fill a 
page, so we do not act from these re 
ports. We take action from corrrespon- 
dene i 

The district office copies of this 
report are available to any of the 
product managers when they are visit 
ing the office. and also provide a 
history if there is any change of dis- 
trict personnel. or when the district 
manager wants to check details of 
The reports give the 
general office an idea of our sales 


pres mus ¢ alls 


relationship with any important ac- 
count up to the date of the last dupli 
cate sheet forwarded to Toledo. 

Each salesman sends Toledo a week- 
ly call report. on which is listed the 
accounts visited and the departments 


called upon. Incidentally, for report 


INDUSTRIAL MARKETING. January, 1950 








to the 1950 IRE National Convention 
and Radio Engineering Show 


March 6-9, 1950 


at the Hotel Commodore and Grand Central Palace, New York City 


® Technical Sessions 

Every field of ra 
tronics will be explored 
reported in some < 
sions and symposiums 
150 engineering papers 
sented, skillfully, orgar 
jects ranging 


Nucleonies; Cir 


in Industry 


® Social Events 
Ik! 

und 

Meeting 


36 thr 


from Broa 


ults to 


io-and-elee- 
ind progress 
ee hour ses- 


More 
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TO SELL THE 
RADIO 
INDUSTRY 





embers 


in ever Ra- 


\ Spot- 
} 


© Attendance 
Nearly one-third of the total IRE 
1949 Con- 


Other thousands 


Membership attended the 
vention and Show 
paid the $3 00 non-member registra- 
tion to attend. This important na- 
1 record 15,710 


unplete an- 


tional event scored 
attendance this year. (C 


alysis on request.) 


“Balanced 
Promotion 


Package” 


The Radio Engineering Show « « part 
of a balanced promotion paeckege for 
reaching key-redio-electromec engineer 
who set the specifications for buying mn 
thes industry 

PROCEEDINGS of the IRE is the pro 
motional part of ths pecktage giving 
month y coverage 

The IRE Yearbook is the product refer 
ence part of the peckage, and eppeaers 
annually 


The Radio Engineering Show provides 








product presentation 


® Visitors tell us! 


A buying survey of 2373 engineers at- 
tending the Radio Engineering Show 
that 20.39 buy equipment, 
specify for purchases, and 
have other 
80.1% 
all have buying authority and 
(We will supply full text of this study 
upon request.) 


proved 
47 4% 
12.4% 
fluence 


authority or im 
of these engineers in 


interest 


3% of their specific buying 
with percentage secking in- 


He re are 
interests 


formation on these products 


% Amplifiers 
Batteries 
Capacitors 
4.7% Cole 
Crystalis 
trol 2.*°% facwimile 
> Hardware 
Inducton equipment 
7% Meters 
14.8% Plastics 


Onc raphe 


We invite 
March 6-' 


THE INSTITUTE OF RADIO ENGINEERS 


t ed ; 


A Bala d Prom 


t Pachag 





‘ 


“Proceedings of the I.R.E.” The IRE Yearhook 
The Radio Engineering Show 


WEST 42nd STREET 
Circle 6-6357 
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Our Readers 


BUYING 


. 
They ARE BUYING 
..the well 
ADVERTISED 
PRODUCTS 


Mery be 
mip ar 


Tiaiel 





*Write for Market Date 


THE OLSEN PUBLISHING CO. 
Publishers for the Dairy Industries 


1445 WN. Sth St Milwoevkee 12, Wis 


purposes, we have two special defini 
tions. A visit is when a salesman goes 
A call is the contact 
ing of each department during a visit 


to see a customer 


For example, when visiting an air 
craft or automotive concern, the sales 
man may see men in styling, engineer 
ing. purchasing production and 
inspection, spending an entire day 
with one account. We would consider 


this one visit and five calls 


Cut Red Tape 


A recent suggestion from the field 
to list time spent in the office has been 
adopted for these weekly reports, 
Copies of all are sent the regional 
manager who also approves expense 
accounts. The industrial manager has 
his own funds, however, and expense 
checks are forwarded directly to him 
This system of reporting has been 
dev ised require as little office time 
is poss ble 

Shortly before the first of the vear 
each district industrial manager sends 

) an estimate covering each cus 
tomer and established prospect This 
estimate includes the total potential 
the volume he expects to sell for our 
company and the number of vy isits and 
calls he thinks should be made on the 
account throughout the vear for 
proper sales coverage 

We take these figures into consider 
ation not only for planning, but es a 

easure of sales effectiveness. comn 7 

» his estimate with what he accon 
plished—the volume obtained. the 
‘ made, the amount of travel. and 
‘lis in both time 
Vv hen those figures are 


iped by territor 


the expense of his « 
ind money 
and industry and 
nenager oncerned 
npost toward rela 


oneyv te results 


Determine Needs 


urily they are his own esti 
nd actual performance sent 
hin which avoids the anta 

of eriieism 


Through « ompar 


with other territories the general 
determine manpower 
of each office 

ind other factors that 
id selling 


nanager and the prod 


ethoreney 


calle with the 


ir part ilar 


of a staff nature, they provide frequent 
contact with thoroughly trained and 
competent men and fill in the gaps 
between visits to Toledo or with the 
general manager or his assistant in 
the field. These contacts also make 
possible a sales rating plan that oper 
ates as an evaluation system as well as 
a means of determining a sales bonus 

This plan is based on arithmetical 
evaluation of those points that enter 
into good salesmanship as it affects 
our business. These evaluations of 
each man are made by the regional 
manager, certain product managers 
and the general manager or vice 
Evaluations are averaged 


president 
and a bonus is paid 


for each man 
which is influenced by the relation of 
the individual average to the overall 
iverage of the field groups 

We have searched for simplicity in 
this plan, which is harder to achieve 
because our system of salary compen 
sation cannot be tied directly to in 
dividual results each man produces 
Bevond the compensation ingle, how 
gives the mar 


check his 


t his associates 


ever, this annual rating 
himself an opportunity to 
progress in the eves o 
und superiors. It also becor es one of 
the factors 


idered by management 
in matters ap salary ads nee 


nent or 
promotion to greater responsibilit 
It may be ev dent that a guiding 
of these 
1s man all the leeway we 
ive him to develop himself. Our ir 
dustrial men spend most of their tim 


prine iple trols is to give 


can sensibly 


' contacts with irge industries 


where thev encounter top flight men 


ful and mature thes 


The more resource 
hecome and the more they can mar 
age themselves the more « apably ther 


can renresent us with suck customers 


‘Market Dato Book’ 


Slios on ‘Constructor’ 
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Ranking of 6 Textile Publications in 
Order of Valve to Mill Executives 
A 31 return from 1701 textile executives, 
in as many mills, ranks T.I. first with a total 
almost equal to the next three publications 
combined, in the industry’s most recent 
reader survey 
The returns: for T.I.—234; for Publica- 
tion B—131: for Publication C—75; 
Publication D—42; for Publication E 
for Publication F—20 
The comparative ratio is shown in the 
graph. Weight of preference for TEXTILE 
INDUSTRIES is a striking indication of its 
leadership and wide acceptance throughout 
the industry. 


Here is the way mill executives express 


READER PREFERENCES IN THE TEXTILE FIELD 


TEXTILE INDUSTRIES ranks first with a total greater than the second and third publi- 


cations combined in a survey throughout the most dominant section of the textile industry. 


ON SEPTEMBER 2, 1949, Ernst & Ernst, These mills have 64°% of the country’s rgest mill circulation in the United 
tionally-kr ‘ onduct total spindles, 62 of tl looms, 55 t : of its paid circulation is 
a shit irvey among ‘ of the knitting r ines consume mecentr i r production and 


nearly fibers of al plant management men actually 
kinds and account fo of ¢ the w A 

e purchases 
nized as the d 


dly expanding text 


Measured by any standard T. |. offers 
idvertisers sutstanding values as a 


r n for rrying t 8a eR 
From a 31.1°% response received up to United States, it is significant that the dium { carrying their message 


October 4, 1949, TEXTILE INDUS- mills prefer TEXTILE INDUSTRIES to the great textile field. Every point 
TRI kead f tt 4 id most two-t touched on in this advertisement is 
. » is ranked frst Oy .« re ers ae s »-TLO-OMe 


t ) 
tiie pub catior and that over &5* rf 


any other tex 
bucked by more complete information 


the 1 s responding regularly read which we will be glad to send you on 


TEXTILE INDUSTRIES and find it ‘"*4¥est as further evidence of the out 


if value in their operations standing service T. I. renders in build 


ing sales in the textile industry 


enjoyed 


; uth, but & te 


ndustry 


readers the 
nd inforn 
where. The ine 


“Clark's.” this policy is that today T. I. has the 


TEXTILE INDUSTRIES 


806 PEACHTREE ST., N. E. o ATLANTA 5. GEORGIA 
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Editors Predict 


(Continued from Page 70) 


substantial volume of repair work. Air 
eraft and shipbuilding will improve 
moderately 

Machinery and tool production will 
hold at about the 1949 level, with scat 
domestic sales 
Electrical 
equipment production will hold steady, 


tered improvement in 


offset by a decline in exports 
although new orders will taper. House- 
hold appliances will ease by perhaps 

Steel containers will gain at the ex 
pense of non-metallic containers. Mili- 
tary and ordnance spending may in 


crease by 20 or more Inwin H 


Production of castings in 1950 should 
continue at approximately the 1949 rate 
which was only about 15 below the 
record year for the foundry industry 
Many foundrymen believe that the gen 
eral improvement in demand for cast 
ngs, which was well under way in the 
late summer and early fall, but was al 
fected somewhat adversely by the steel 
und coal strikes, will resume early in the 
year. The necessity for reducing produc 
tion costs and replacing obsolete equip 
ment, the desire to improve working con 
ditions, and the need for meeting new 
requirements provided by a flock of 
municipal codes governing manufactur 
ng operations should result in a higher 
level of foundry equipment purchases 
Frank G 


during the coming vear 


Sremenacn, The Foundry 


Vachine Tools 


Probabl 


machinery manufacturing field will be in 


volume of business in the 


the neighborhood oT » billion Price 
changes, if any, will be «lightly down 
ward ilt of keener competition 
redesign for 


which will 


ntensive 


neng 
mMrtments 
opments will ollow 
} gher speed op 
on, and more a 
Newly available ma 
und du 
th 


anes 


mart ne D 


Manufacturers of machine t 
tal-working equipment 


1950 will show a 


me 


t over 1949, A recent survey 


indicated a substantial rise in equip 
ment buying for next year. Eighty per 
cent of the companies replying to the 
survey reported that they expect either 
to buy more equipment than they did 
in 1948 or at least as much as they 
bought in that year (1948 was consid 
erably better than 1949) 
per cent stated that they would buy less 
than in 1948.-Cuartes O. Hens, Ma 
hinery 


Only seven 


High hourly labor costs must be ac 
cepted as established, and with the 
toward welfare-pension 
benefits, these costs will increase. To 


present rush 


continue in business in a competitive 
market without an uneconomic rise in 
the cost of raw materials and finished 
goods, manufacturers, processors and 
distributors must employ every available 
means to utilize this high-cost labor 
profitably 

New and improved machines, tech- 
niques and materials are being offered 
that will help increase production suf- 
ficiently to offset the higher labor cost. 
industries extend the use of 
labor-reducing and production-increas 
ing equipment and materials, financial 
stability can be maintained only through 
increased prices. Because management 
is aware of this fact, engineering and 
production officials are constantly look- 


Unless 


ing to their business papers to keep 
them informed of all new developments 
Anruur N. Gaece, New Equipment 


Digest 


The year 1950 should produce over 
$400 million sales for the welding field 
A major portion will be welding gases; 
electrodes. Wire 
Pension plans and 
wage increases may cause an increase in 
welding equipment prices—particularly 
in the case of welding electrodes and 


welding equipment, 


will also see gains 


rods 

Continued development in the field of 
nert-gas-shielded-arec welding will see 
xpanded uses of present facilities to 
ether with many new applications. The 
new ap] lications of welding, however, 
will not be confined to the inert process 
rT. B. Jerrenson, The Welding En 


Vanufacturing 


sentiment of most business leaders 
siness in 1950 will be as good 
ett n it was in 1949. This 
onal contacts 

ress leader s further con 


esuits f a survey re 


Will & Factory among 


es leaders. In this survey 


respondents belreve that 

ea will be better in 1950 thar 
1949. Forty-seven per cent 
hat their business will be about 


in 1950 as it was in 1999, and 


25% believe that it will be not quite as 
good.—Cart C. Hanramcton, Mill & 
Factory 


Business prospects for the manufac- 
turing industries in the first half of 
1950 are good. Consumer demand for 
many ~notably automobiles, 
appliances, and textiles—held at un- 
expectedly high levels in the fall months. 
With the $2.8 billion veterans’ insurance 
dividend, demand promises to stay high 
The steel, auto, and other industries will 
operate at unusually high rates to make 
good production lost through the steel 
strike. Barring a prolonged coal strike, 
the Federal Reserve Board Index of 
Production is expected to stay between 
175 and 185 in the early months of the 
year 

Prospects for the second half depend 
heavily on action by Congress. As it 


products 


looks now, business in the second half 
will be off from the first half. It is 
clear that 1950 will see competition in- 
tensify. The price outlook is for more 
stability than in 1949, but with the over 
all trend still downward.—Harry Lee 
Wappett, Factory Management and 
Maintenance 


Veat 


The outlook for the meat packing 
industry is perceptibly brighter than at 
the beginning of 1949. Prices are at a 
relatively low level, a large supply of 
livestock is anticipated and consumer 
purchasing power and demand for meat 
are expected to continue strong. The 
1949 pig crop (much of which will be 
meat in 1950) was the largest peacetime 
crop on record and next spring's crop is 
expected w a further increase 

Plant additions, rehabilitation and 
modernization in 1950 will result in ex 
penditures totaling up to six times pre 
war volume. Higher labor costs and the 
expected increase in meat production 
will provide the incentive for increasing 
efficiency and strengthening the com 
p 


The 1950 requirements for ingredients 


etitive position of individual companies 


supplies ind services will increase 


YT more The long-time trend toward 


1 
more complete ind packag 


| processing 


ng of meat and meat food products will 
probably be accentuated in 1950 as self 
service merchandising expands kp 
warp R. Swem, T/ Vatior Prot 


Warine and Ports 


dweigt 


Iding 
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$1,000 won’t buy 


a more responsive or responsible audience 


for your product story than the 


60,338 Specifiers and Buyers of all industries 


in America’s blue chip plants .... reached for 


only $110... . through 


INDUSTRIAL EQUIPMENT VEWS 

















Economical 
$110 reaches 60,338 administrators, engineers, 
operating and production men in America’s 
larger plants. 52,083 in plants rated $100,000 
up! 33,362 in plants rated $1,000,000 up! 


Effective 


$110 tells your product story to these all im- 
portant buying influences when they are seck- 
ing information on current needs: where they 
regularly search for new products, new appli- 
cations, new “things to do things with.” 


Verified 
Every month of every year, INDUSTRIAI 
EQUIPMENT NEWS provides an extra “audit” 
of its readers to verify their readership; regular 
use of, and continued interest in I E N. An old 
established | E N “extra” to assure you a con- 
ditioned audience for your product story 


Controlled 
Circulation 60,338 


. +... Used For BUYING YY 


Factual 
Shirt Sleeve 
Selling Help 


$110 has opened the door to new markets for 
advertisers. $110 has expanded and developed 
present markets for advertisers. $110 has ex- 
ceeded the power of $1,000 in traceable, tan- 
gible sales results for advertisers. 


Write 
For “The 
1 EN PLAN" 


Any advertiser who wants to reach the Amer- 
ican industrial market directly and at lowest 
cost, will find lots of meat in “The I E N 
PLAN”. It indicates the big selling job you 
can do for peanuts by putting I E N to work 
for vou. Write today for “The I E N PLAN”. 


Good for SELLING A. .... because Total 


Distribution 65,174 








—i} 


ny —_ 











INDUSTRIAL BQUIPMENT NEWS 


INDUSTRY'S ORICINAL 


PRODUCT INFORMATION SERVICE 


THOMAS PUBLISHING COMPANY, 461 EICHTH AVE.. NEW YORK 1, N. Y. 
Boston - Chicage - Cleveland - Detroit - Los Angeles - Philedelphia ~ Pittsburgh 


- ro oy » 
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ELECTRICAL 
ENGINEERING 


With 65 Yeers of 
Technical Progress 
LEADS ALL OTHERS 


MORE THAN 


90,000 


CIRCULATION 


AT THE LOWEST 
COST PAGE RATE PER THOUSAND 


READERSHIP PREFERENCE 
of Leaders in the 
Electrical Field 


ELECTRICAL ENGINEERING SERVES 
THE ENTIRE INDUSTRY 


ELECTRIC LIGHT & POWER COMPA 
NIES ncluding municipal power 
mponies, private utility companies 

vra peratives and federal pr 


ects 


ELECTRICAL MANUFACTURERS —Eng 
neers with large manufacturing plants 
depend upon ELECTRICAL ENGI 
NEERING to beep them posted on the 
atest trends in practice 

LARGE INDUSTRIAL PLANTS — Mines 
silroads, iron and stee! mills, refiner 

and other lorge scale power users 
acknowledge ELECTRICAL ENG 
NEERING ‘ 2” suthority on new 


development 


ELECTRICAL CONSULTING AND 
CONSTRUCTION ENGINEERS—Men 
who design, specify, and install elec 

ects Highly specialized en 

n whose honds rest the fina 

nm type of installation ond 

of equipment. These firms de 

pend on ELECTRICAL ENGINEERING 

' beep them posted on the latest 


trends in prec? 





waire rooar 


tent 











Electrical Engineering 
Suite 8. Lower Level 
500 Fifth Awenve, New York 18, N.Y 
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ning of the year, 257 vessels of 1,167 
O98 de adweight tons Most of this is 
scheduled for delivery in 1950. There 
ore the vear 1950 will be a record 
peacetime year for shipbuilding 

In addition, plans are under consid 
eration for the construction of a number 
of passenger liners and commercial 
vessels of special types, and legislation 
+ pending providing a long-range pro 
gram for replacing war-built vessels 
with modern tonnage H. H. Brown 
Verine Enginecring 


Wunicipalities & 
Covernment Agencies 
Indications are that total volume of 
new construction during 1950 will ex 
eed $18 billien, as it did in 1948 and 
1949. Nevertheless, the dollar volume 
of construction in 1950, is expected to 
drop slightly below the 1949 figure 
but physical volume will be about the 
same as 1949. Constructors are ex 
pected to bid with fewer contingencies 
und less profit, and construction costs 
will drop sligl tly 
1950 with public 
federal, state, and lecal—can 
be expected to increase over 1949. Con 
struction of highways. irrigation, rivers 
und harbor works and atemic energy 
plan * expected to be at a higher 
level than 1949 Publicly 
heusing construction will be stimulated 
especially by the favorabl 
seed by the Blet Congress (first ses 


financed 


legislation 
| 
sion 
The increase in publicly financed 
onstruction rs expected to be a litth 
more than offset by a lag behind 19199 
in all classes of privately financed con 
struction, which includes utilities, in 
lustrial and commercial buildings, and 
sidences 
Construction materials and equip 
ire expected to be adequate. Post 
war expansion gives the steel industry 
reater capacity than ever before. Bar 
: val and steel labor, steel 
roceed at better than 
nonth Warren t 


Jessuy 


Plastics 
ndustrvy used approx! 
more raw materials in 1949 
ind the increase should 
st about the same ratio in 1950 
d polystvrene were largely re 
big plastics increase 
rether with polvethylene 
to expand in 1950 
handling these three 
yew plastics (calenders 
sealing machines, cutting 
mn achines, injection presses 
ind auxiliary equipment) has 
nto processing plants at a 
since 1947 
»f plastics raw materials should 
Prices of 


jastics products will probably 


comparatively stable 


os there will be a reater 


he market than ever before 
" 


Bresxin, Wodern Plastics 


Oil 


The petroleum industry is preparing 
for an increased demand of 5-7% for 
its products in the early months of 
1950. Chief determining factors will be 
the severity of the late winter, which 
will directly affect heating oil and fuel 
oil consumption, and the extent of indus 
trial activity as compared with 1949 

Equipment needs in addition to those 
for normal expansion of oil company 
operations will be for additional large 
capacity product tankage for storing 
refinery output during periods of low 
seasonal consumption against winter de- 
mands, which are now running over 
500,000 barrels a day larger than the 
preceding summer. More extensive pur 
chasing of the chemicals used in sol 
vent refining of lubricating oils will be 
required to meet the needs of new sol 
vent lube oil plants completed in 1949 

V. B. Guruare, Petroleum Processing 


Power 

First 6 months of 1950, in industrial 
and power fields, will be good and out 
look for latter part is improving. More 
new industrial building will be done to 
reduce manufacturing costs and meet 
ompetition than is generally antici 
pated. Sales of power and steam equip 
nent will continue at high level, al 
though emphasis will be on smaller 
mits——particularly in regard to re 
placing and modernizing boilers 
Demand for auxiliaries, instruments 
ind material handling units will be good 
ind more efficient equipment in general 
installed as protection against foreign 
com petition For some time prices will 
be no lower—and may be higher 
H. E. Houtrensee, Industry and Power 


Industrial and power equipment sales 
in the south and southwest will be good 
in 1950. Uncertainty because of the coal 
ind steel situation is overbalanced by 
continued industrial growth. Elimination 
f these retarding uncertainties might 
well bring ‘50 above "49. It should also 
be remembered that nearly all changing 
conditions serve in some measure as 
stimulants to industrial equipment buy 

gh labor—-materials handling 
more oil and gas. high ma 
ost—byproducts and reclama 
deflation cost reduction equip 

ment, ete 

Apparently nothing but lack of money 

vuld serious! ow the industrial pur 

stimulated by the 
nivances Francis ¢ 


n Power & Industry 


Textiles 


nductry-wide 
below 1948's 


950 should be 
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whose business is always building 


Seldom does one similar project follow another in a Civil Engineer's sphere 
of operation in the engineered construction markets. Today he may be super 
vising the building of a highway, several months later a dam, and a year 
hence it may be an airport, bridge or tunnel. And since his projects are so 
diversified and ever-challenging, he must keep up to date on all that's new 
in materials, equipment and services that mean greater efhciency, economy 
and speed on the job. This is where you come in in the pages of CIVIL 
ENGINEERING 


In CIVIL ENGINEERING your advertising will be read and acted upon 
by over 27,000* Civil Engineers. In their planning capacity these men 
specify the materials to be used in their supervisory capacity they direct 
the selection of equipment as well as materials. Recent survey of CIVIL 
ENGINEERING readers reveals that an a.crage of 89% of those repoiting 
influence the procurement of construction equipment and materials. 


Proof that CIVIL ENGINEERING produces action is the fact that one 
issue brought in more than 25,000 product information requests 


Breakdown by TITLE of readers of 


CIVIL ENGINEERING 


(Based on May ‘49 issue) 


Owners and Corporate 

Executives . 4,130 
General Manogers 

and Monogers , 2.185 
Chief Engineers 1695 
Project and Steff Engineers . 10,060 
Designers ond Registered 

Stoff Architects ; 64) 
Draftsmen 389 
Superintendents of Construction 

(Supervisory Siofs) 626 
Other Deporiment menage 

ond Heads . 291 
Individvels ond 

Other Employees 5,705 


25,724 
* AVERAGE TOTAL NET PAID (Exclud 
Bulk) let six months 1949 27 £68 


CIVIL ENGINEERING 


‘The Magazine of Engineered Construction 
ADVERTISING REPRESENTATIVES 


JAMES T. NORTON 
Advertising Manager 
33 West 39th Street 


New York 18, N. Y 639 South Wilton Place 
Los Angeles, Calif 


Terminal Sales Bidg 
Virginia Streets, Seattle, Wash Denver 2, 


DWIGHT H. EARLY 
100 North LaSalie Street 
Chicago, Il! 
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McDON ALD-THOMPSON 
564 Market Street 
San Francisco, Calif 


1414 Electric Building 
Fort Worth 2, Texas 


115 Southwest 4th Avenue 
Portland 4, Oregon 


317 Railway reo 4 Bidg. 





*Or you can cover the en- 
tire target by advertising 
in The Knitter and Tex- 
tile Bulletin (serving the 
spin-weave division of 
the industry)... Special 
combination rates are 
available and one plate 

will suffice for both 


Complete 


CLARK PUBLISHING COMPANY 


CHARLOTTE, 


S GOING ON? 


@ Manulacturers and their advertising 

agencies are using this inexpensive 

clipping service for collecting editorial 

publicity, for making research ard 

market studies, for maintaining com- 

petitive odvertising files and for de 

veloping sales prospects on certain 

types of products and services. 

New Booklet No 
Clippings” tells the whole story 


BACON'S CLIPPING BUREAU 
eusie Be At fe CENERAL 


an norm St. Chicago 4 


THE KNITTER is the only jour- 
nal in the country edited ex- 
clusively for the manufacturers 
and processors of hosiery and 
knitwear products. It serves the 
industry like no other publication, 
and consistently offers more techni- 
cal information on knitting than any 
other magazine. Because of this spe- 
cific type of editorial content, The 
Knitter is thoroughly read and high- 
ly respected by the Industry 
THE KNITTER is the only publication 


whose advertising pages allow you to sell 
directly to this rich, exclusive market. 


information will be sent on request 


NORTH CAROLINA 








Ueed year after year by 
i ertel 


Advertisers whe Enew 
1 


7 W. Lake St. Crteage 44. It 


10 “How Business Uses 


a 


TOPFLIGHT TAPE CO. YORK PA 


just as good and perhaps better than 
1949. Principally, home construction 
will increase, and new homes mean new 
bedding. A substantial increase in ad- 
vertising is planned. The supply pic- 
ture is good. Wire and steel shortages 
should be only a minor worry by March 
Cotton linters are plentiful, and the sup- 
ply of latex is adequate. Mattress tick 
ing and sofabed covers are in satisfac 
tory supply Rosert B. Locan, Bed 
ding Magazine 


The textile industry will look upward 
in 1950. Activity will still be below the 
1948 level, but above that of 1949. 
Textile plants will continue the trend of 
modernization when new equipment will 
show a good return on the investment 
Although synthetics and newer fibers 
will make inroads on former cotton 
markets, cotton will continue to find 
new markets too 

Imports may increase and affect do 
mestic sales slightly, but average con 
sumer will continue his preference for 
American-made textile products 

Competition is keen and will continue 

loun C. Fonvitie, Textile Indus 


With many textile machinery builders 
scheduling export orders for delivery in 
the first and second quarters of 1950, 
the outlook for sales is excellent. Just 
how good is export business now? The 
first eight months of 1949 compare with 
eight months of 1948 as follows 

1948 1949 
Looms & parts 10 5.000 16,446,000 


Ktg. mach. & parts 9.496.000 15,056,000 
Finishing mach 5,858,000 


These Department ot Commerce ex 


port figures demonstrate how baseless 
is talk of dollar shortages in the indus 
trial equipment field. High technical 
achievements and intelligent promotion 


will push 1950 export sales to higher 
levels 1. M. Ropricvez, Textiles Pan 


ericanos 


Transportation 


With activity restored in the steel 
and coal industries, the undiminished 
demand for automobiles and the promise 
of great activity in building construction, 
it seems probable that during 1950 the 
railways will handle more traffic, make 
larger net earnings and therefore will 
comprise a larger market for manufac 
turers of equipment and supplies. Recent 
witeries from shippers because of box 
car shortages are indicative The de 

re etiicient motive 
ently have be 


ndustry s better 


capital expend 
nerease for roadway and 
The need for steel rails 


ies and forest products is large 


INDUSTRIAL MARKETING, January, 1950 





Thousands marveled at the giant animated 
figure of Paul Bunyan at the 1949 Chicago 
Railroad Fair. A top attraction at the Fair, 
Bunyan gained the national spotlight for 
his sponsor, the Chicago and North Western 
Railway, spinning tall tales of his famous 
logging camp 

Newspapers, magazines, radio and tele- 
vision added to his legendary stature 
bringing news of his exploits to millions 


across the country 
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Forty acres of pine at a single stroke! Paul Bunyan, 
mighty lumberjack of the great North West, has a 
reputation for doing things in a big way. Stories of 
his exploits have delighted young and old for years 
and grow with repetition 


The inside story of Bunyan's creation is 


yours for the asking . . . write or phone 


now for a free copy of 


"‘How Big Can a Giant Get?’’ 


PITTSBURGH 477 Melwood St., Pittsburgh 13, Pe., MAyfliower 1-9443 
NEW YORK 516 Fifth Ave., New York 18, N.Y., VAnderbilt 6-2621 
CHICAGO 1937 W. Hastings St., Chicege 8, Ml., TAyler 9-6600 
DETROIT 810 Book Tower Bidg., Detroit 26, Mich., WOodwerd 2-3557 
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1950 FORECAST 


For Constructioneer Territory 


During 1950 almost 2'4 billion dollars will be spent in 


the five state territory blanketed by Constructioneer—an 


increase of approximately 25 over 1949 figures . 


In PENNSYLVANIA the eastern extension of the Turn- 
puke will be complete d and contracts will be let for the 
western extension The Schuylkill River clean-up will 
continue The Penn-Lincoln Parkway and the Schuylkill 
Expreseway in Philadelphia will get underway .. . Millions 
of dollars are appropriated for regular road maintenance 
ind new construction In NEW YORK work on the 475 
mile Thruway will continue and work on the Palisades 
Interstate Parkway will get under way . Multi-million 
dollar programs are scheduled for major airport improve- 
ments, tunnels and, subways Construction of water 
reservoirs and public building will hit a new high . . . In 
NEW JERSEY the new $230 million dollar Turnpike, the 
Trenton Freeway and Palisades Parkway are headliners 
in a tremendous road construction program with many 
other projects in the picture In MARYLAND 1950 will 
be the second year in the states $200,000,000 highway 
development program with construction scheduled on 
hundreds of miles of express highways, bridges and other 
projects In DELAWARE work on the Memorial Bridge 
will continue and almost $20,000,000 in road and bridge 
work is planned 

And the above jobs are just the big ones! Countless 
smaller projects will also be scheduled . . . Put your ad- 
vertising dollars to work in the area where over 25% of 
the nation’s construction work will be in progress! 


CONSTRUCTIONEER 
556 HIGH STREET — NEWARK, WN. J. 


Member: NBP, ACP and CCA 


Constructioneer 


scoring Work in Mee York, Peonsylvenie, Med Jetres, Merrland ond Delewere 
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and detailed media presentations of over 


Sharp increases in the use of labor-aid 
ing machines for track work, materials 
handling equipment and office machines 
have resulted from the introduction of 
the 40-hour week and persistent efforts 
te nerease operating efficiency ‘ 


Mires Burpee, Railway Age 


With the continued increase in freight 
volume by the class I intercity motor 

ight carriers and an even larger in 
crease by the 16 trunk airlines in 1949 
ind with the expected increases in 1950 
these freight carriers are ordering more 
equipment than ever in the past. Main 
tenance of present equipment will also 
be at an all time high in 1950 

Recent raising of the per diem rental 
of freight cars from $1.50 to $1.75 should 
also bring about a market for a substan 
tial volume of new freight car orders in 
1950. This and the referred railroad 
maintenance, now at an all time high 
figure of $875,000,000. will bring about 
increased industry wide purchases of 
maintenance equipment materials and 
neil Witiam S. Wane, Transpor 


tation Supply Vews 


Wood Work 

With the continued high rate of resi 
dential building and the consequent de 
mand for furniture and house furnish 
ings of all types. the outlook for the 
wood products industry is especially 
bright for the coming months 

Practically all branches of the indus 
try are running at a high rate of ca 
pacity. Lumber shipments are continuing 
to run ahead «of production. The new 
minimum wage law will definitely work 
a hardship on many lumber producers 
especially the small mills, and as a con 
sequence, higher lumber prices may be 
expected.—M. B. Pexoieron, Wood 
Products 


{dditional jorecast material by other 
business paper editors will he pub 
lished in the February issue of 
INpusTRIAL MARKETING 


Traendly Succeeds Williams 
on ‘Chemical Engineering’ 

Wallace F. Traendly. former vice 
president and director of Reinhold Pub 
Corp New York. has succeeded VM. A 
Williamson as publisher of McGraw 
Hill's Chemical Engineering. Mr. Wil 

umson will devote his time in the fu 
ture to the broader publishing operations 


of MeGraw-Hill 





200 PUBLICATIONS 


see your copy of the new 1950 edition, ‘Cooperative Digest’ Chances Format 
( rat Digest, published bw Rey 


MARKET DATA NUMBER H 7 Ine agricultural publisher 
INDUSTRIAL MARKETING ee ee ee See, wr 


size. The publication was formerly di 


est size 
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Now—Kimberly-Clark brings you 


Premium Papers at 
Standard Prices! 


SHEET STACKS OF 1950 LEVELCOAT READY FOR TRIMMING 


Now you can make every impression 
a far better impression— without an 
increase in printing cost! For Kim 
berly-Clark’s four new fully-coated 
Levelcoat* papers with new fiber, 
new formula, give you premium qual 
ity press performance and reproduc 
tion—at the cost of ordinary paper! 

You'll see new whiteness and 
brightness, feel new smoothness, in 
all four 1950 Levelcoat papers In 


make-ready, on the press, you ll dis 


THEN TO AMERICA’S PRESSES 


cover new speed and dependability 
Finally, in comparing reproduction 
with that of any other paper, at any 
price, you ll agree there's a striking 
new difference in the quality of print 
ing achieved with 1950 Leveleoat 
So regardless of your paper re 
quiretaents—for long runs or short 
runs, for broadsides, magazines or 
house organs—look to Levelcoat for 
printability at its best. Yours—at the 


cost of ordinary paper 


Ever take a 3 hour bath? The pulp in 1950 
evelcoat does —and gets bleached snow - white 
m the process. And the new, superior Long Lax 
sulphate fibers —a special pulp ingredient —result 
n new body strength, new resilence, never-Letore 


whiteness mn all four new papers 


Round and round she goes and each roll 
is adjusted for correct tension to protect the 
mirror-smooth paper surface. For in 1950 Level 
coat, the new coating formulation assures uni 
form ink reception, equal pick resistance, bril 


hant colors of maximum tonal density 


it's on the nose! Sensitive scales constantly 
check each lot of paper for moisture content 
In all, 79 similar checks from tree to press are 
used to control the quality of 1950 Levelcoat — 
and assure the press performance and reproduc 
tion of higher-priced paper 








New HIFECT* Made with stro: 
wked fibers. Permanence, f 
mensional stability make Hife 


vers or any fine letterpress printing 


New LITHOFECT* For finest offset 
printing Lathotect provides a motsture-and 
ck-resistant coating with a strong base 


sheet. Renders colors without loss of density 
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New TRUFECT® Whiter 


even better than before. Trufect. for lecter 


smoother, folds 


press, offers fester ink setting time, greater 


press d-pendal lity, finer reproduction 


New MULTIFECT® An economy sheet 
for volume printing. With the new Laéngla 
fibers, Multifect has added strength, better 


foldalility, greater uniformity 


1950 


KIMBERLY-CLARK 


CORPORATION 


Kimberly 
NEENAH, WISCONSIN Clark 





A tte ie 


To heop your products alive among the live men in indusiry: 
1951 A.E.M.E. Catalog and Directory, 40th annual edition. 
in a definite field, with assurance of intelligent use. 





The A.S.M.E. CATALOG goes to an outstanding group of engineers. 
it reaches 15,000, only A.S.M.E. members. All of these are engaged 
in executive, 9 t, planning, designing and specification 
work. All are buyers or have strong buying influence. 








I hese men belong to the A.S.M.E. because it is active 





in mechanical engineering 


and its activities, 

translated for the benefit of industry, 

ct as a constant stimulus, You get selective and dis 
criminating buyers through a distribution which is 
not duplicated, and much behind the line influence, 


not readily accessible through ordinary channels 


In their work for industry these engineers receive the 


support of the A.S.M.E., through its widespread ac 


tivities in all branches of mechanical engineering 


2 BOOKS IN ONE \.S.M_E. Codes and Standards are a must in indus 


trial practice. This backlog of united effort and the calibre 


’ Rig { 
A BASIC MEDIUM 1f the men should easily dictate that the A.S.M.E. CATALOG 





\ 
} « flee ‘ (ae / 
( 
) 


The ASME. CATALOG is now beginning its 40th 
year of bringing together the WHO'S WHO in buying 
and specifying and the WHO'S WHO in the manufac } 


ture of the equipment and materials and parts to be) new research and experienc ompetil 


Industry has become 





specified and bought 
markets will require cconomy resulting from improved de 
@ It is the basic reference publicot for 

engineers ond industna!l executives and on } sion improved oper iting practices at ad improv d production 
the job with specific products data at the 
when orders are in the me which in turn makes proper prod ct presentation necessary 


@ its Directory 


infesmation on © sof macheniedl ene Make the AS.M-E. CATALOG vour SALES-GUARD!!!! 


related moteria's \ 





our reference advertising program planned to insure your 
@ tt ic the only market sour . . 
ASME. membership. This bo epresents a large 


nfluential group ontributin service to the ( | 
leas this tater 


g considered and to protect your interests is not complet 


, | | . 
nechanical departments of z is included. It works a full 24-hour day 


for only St.at 


ACT NOW To Insure Being in 1951 (40th Annual) Edition [ “2s; | 





IHE AMERICAN SOCIETY MECHANICAL ENGINEERS, 29 W 39°St. New York 18. N. 
Midwest Office: 400 West Madison St., Chicago 6, Ill. 
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NIAA News 


Notional Headquarters, |776 Broodwoy, New York 19, N.Y 


Bernard H. Dolan, president 
Blaine G. Wiley, executive secretory 


ee 


CHAPTER ACTIVITIES OF THE NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION 


Putman, McGraw-Hill Expand Annual Awards 


lo a good job on industrial shows 


ADVERTISING AGENCIES have failed to 


of Clapp & Poliak, New York show management organization, told 


Saul Poliak 
members of the Chicago Industrial Advertisers Association at a meeting. On hand 
were agency men Guy Mercer and Cy Sepperle, both of Fuller & Smith 
& Ross, Chicago (second and fourth from left); Cy Perkins (left); and Steve Daly 


to hear hir 


Owens-Corning Fiberglas Corp., Toledo, chairman of NIAA’s committee on in- 
dustrial shows. Mr. Poliak is fourth from right in background group. A full treat 
ment of Mr. Poliak’s address will appear in the February issue 


NIAA, EAC, ANA Launch Joint Project 
to Improve Industrial Show Exhibiting 


A new pr t for help Cleveland industrial display 


irers improve the indus nanu er) and president, Exhibitors 


ow exhibits was planned at the chairman of the 


pl ithe 


sles peonle to 
the follow-ug 
ire a show 


Handl 


Art 
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Competitions Administered 
by NIAA in 1950 Will Add 
2nd Place Winners, Cash 


New Yorx The cash total and num 
ber of winners will be increased in 1950 
in annual competitions administered by 
the National Industrial Advertisers As 
“x lation 

The annual MeGraw-Hill award tor 

tanding achievement by local chap 

s will be raised to $1,500, the NIAA 

rdministrative committee ha in 
Formerly $1,000 and a cita 
iwarded to the winning chap 


Hereafter, ar lditional $500 and 
ation will be resented to a cond 
winnhet 
The awards, sponsered by Meteraw 
Hill Publishing Co. New York, will be 
28th annual NIAA con 
2 in Los Angeles 
The competition, which was won last 


Industrial Advert 


presented at the 


vention June 29 to July 


vear by the Chicago 
sors Association for publication of a 
NIAA chapter administra 
tion, is open to all local chapters. Chap 


manual on 


ter projects must be submitted to the 
swards administrative committee by May 
| 

Th ynnual Putman award for the 


Continued on next Page) 


INTEGRATION of sales and adver- 
tising departments was stressed by R 
B. Reid (center), General Electric Co., 
in an address to Niagara Frontier In- 
dustrial Advertisers. Norman F. Had- 
ley (left) and Gordon Campbell, of the 
Buffalo chapter, seemed pleased with 
the idea 
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best industrial advertising campaign also 
has been chang to Ovi , new 
second place 2000 
award total will remain th we, with 
the winning advertiser receiving $1,000 
But his ageney ormertiy 
swarded $1,000. now will receive 
the remaiming $500 w 
r winning « 


mad place 


Entries a 
of the awards administra 
ttee, NIAA Headquarter 
19. by May 


mpetition pen 


tively en } 


gage 
Membershiy 
quirement 
complete 


obtarmed 


NIAA 
Member 


atiy 


Secretary Blaine 


member 


Dallas Chapter to Hear Pfeffer 
Crelley on Readership, Buying 
| t Pfeffer nre 


Roland G. E. Ullman, 
EIA Founder, Dies at 6! 


Roland G I L Iiman 
Ullman Or 
on, Phila 


nivertis 


PHILADELPHIA 
ident, Roland G. | 


was 

nivet 

t executives 

who teunded 
Eastern Indust 

Advertisers, Phila 

delphia chapter of 

National In 

il \dvertis 

25> years age 

was chartered De« 

grown to 400 mem 

ut of EIA in 1936, Mr 

char im of the con 

for the national NIAA 

i held in Phila 


vear He 


re ported ad 


profit of nearly $3,000 on the convention 
to NIAA 
elected ELA president the following year 

Later he was on the EIA beard of 


headquarters and was re 


directors tor many years 
He began his career with the former 
McLain-Simpers Phila 


delphia, before forming his own agency 


Organization 


n He became one of the nations 
pioneers in t arket res hn developing 


many of todays research techniques 
MIMA Plans Shirt Sleeve Sessions 

Milwaukee Industrial Marketing 

lation mmittees 

liscussion ses 

to industrial 

mittees will plan 

iintain advertising 


und “How 


ts of ads and 


Engineer Markets First, Says Sammis 
Ford Sammis, marketing 
vivertisers§ to gineer their 


economist 


advised 
markets ir prod 


ucts in ndustrial 


Advertisers 
California 


Southern 





25 Years Ago 
oO 


be January, 1925 issue of 


sTriar MARKETING 


lanuary Annual Fores ast 
ew Number presented an 
picture of 1925 busi- 
nbers of the National 
\ssocia 


uivertising 


A.ivert ers 


Ryerson & 
rmer NIAA 
1925 is to be 
the steel business, 
probably do about 

than in 1924.” 
OY Shaughnessy, executive 
American Association of 
Agencies, New York 
detinite merease mn 


nes placed 


e of distribution.” 


president 
Cleveland 

more screntific im 

coupled with 


buving 





which was sponsored by 12 indus 
Work was also 


proceeding toward organization 


trial advertisers 
ol new chapters n Toronto 
Bridgeport, St. Paul-Minneapolis 
ind Boston 

Following an address by Julius 
Holl NIAA president entitled 
How Susiness Papers Can Help 
the NIAA,.” before the December 
meeting of the Associated Busi 
ness Papers in Chicago, this reso 


lution was passed 


Resolved, that the 
mplete sympathy 
tions adopted by the 
f National Adve 
NIAA, conden 
waste growing 
atenece fs r< 
sdvertising mediums 
its support in brir 
more genera 
the factors wl 
lication worthy 
advertising patr 


T. A. OW 
ment, Western 
president Ts 


Associatio 


nd 
In 


nended the adoption 


“In 


TPA ree 
of a 9x12” page measurement 


with a type page of 7x10” 
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WRITES OUR INSTITUTIONAL ADVERTISING, YOU KNOW— 


found him in California at the NIAA Conference 


There are many kinds of wampum to be traded and 
gained if you seek out the opportunities of this year’s 
NIAA Conference in Los Angeles. 
You'll benefit by the work of this Conference ... be 

ause the values you gain by participation are impor- 
tant to your business. This will be a working meeting 
with plenty of leadership opinion expressed... You'll 
hear and see demonstrated facts about industrial mar 
keting based on the theme 


“Nobody profits ‘til something is sold.” 


Why not make it a vacation too? Combine your Con- 
ference plans with a vacation in the West this year. 
Send in your reservation now. For complete details, 
write the Attendance Committee, 2614 West 9th St., 
Los Angeles 6, California 


ATTEND THE 2S ~ ANNUAL NIAA COMPERENEE! 


INDUSTRIAL MARKETING, January, 1950 





Launch Joint Project Three Points Pace U. S. Steel Finding More 
Continued from Page 113 Advertising, Says Reid Ad Results: Chapple 


ng cannot work effectively Pumapetreia—U. S. Steel Corp. is 
ng manager form bye “ of sales unless the company’s proving the effectiveness of the com 
glas Cory \Toleds , o che sales m er consults with the adver pany 's advertising better today than five 
man of NIAA‘’s committs ! ! i tisit ni er at least once a week years ago and expects to do still better 
shows and exhibit nd eime . BR manager, industrial adver in another five years, Bennett 5. Chap 
udvertising manager. Pitts ul ' : livision, General Electric Co., ple, assistant vice-president, told mem 
ble Meter Co ittsbur henectady, N. Y., told members of the bers of the Eastern Industrial Advert 
ANA memibx e Loh ' gara Frontier Industrial Advertisers 
lirector of pub , - ' t meeting in Bultale ' yasis for most « the proof of 
that uivertising depart sults e said. has 
essarily an integral wei! narketing 
because they have ssential is th e must 
Reid said that . ‘ rarket he said e must 
| 


" 
illy unless = weifically what 


} sales 
the ile » the market 


there 


Where Travelers Can Find NIAA Activity 


Chapter Time Place 


ALBANY 2nd. Tues 0) PLM. De Witt Clinton Hot 
BALTIMORI ird Tues 6:30 PM Lord Baltimore Hotel 
BOSTON ist Thurs 0 P.M Hampshire Hse., Boston 
’ ( Apr.) Hotel Sheraton, Worcester 
HOLIDAY spirits prevailed as Bruce = BU FF ALO nd Thurs 0 P.M. Park Lane Hotel 
Stabelfeldt, president, Milwaukee In CHICAGO 2nd Mon 0 P.M. Builders Club 
dustrial Marketing Associatior and CINCINNATI ird Tues 0 PM Maketewah Country Club 
advertising manager, Blackhawk Mig CLEVELAND Last Fri (0 P.M. Hotel Allerton 
C illed the chapter December COLUMBUS, O 4th Thurs 00 P.M Malcolm Jeffrey Leg. Post 
ng to order with a Christmas bell DALLAS ird Thurs (0 P.M. Melrose Hotel 
DAYTON 2nd Tues P.M Van Cleve Hotel 
DENVER (rregular P.M Albany Hotel 
DETROIT 2nd Tues P.M Sheraton Hotel 
th Tues PM 
HOUSTON Ist Mon ] PM Seven Seas Restaurant 
INDIANAPOLIS 2nd Tues 0 PM Athenacum 
KANSAS CITY ird Wed 2 Noor Continental Hotel 
let Thurs > PM Advertising Club 
LOS ANGELES ird Thurs 0 PM Officers Club 
MILWAUKEL nd Thurs P.M Plankinton Hotel 
MINNEAPOLIS 2m ee ) PM Minneapolis Athlet 
VMONTREAI 2nd d 30 PM Ritz-Carlton Hotel 
NEW JERSEY rd Tues ) PM Military Pk. Htl. Newarh 
NEW YORK Inc 0 2 Noor Belmont Pla te 
PHILADELPHIA . rs 0 PM ‘k 
PITTSBURGH ls irs 30 PM { 
PORTLAND. ORI Is ) PM University ¢ 
ROCHESTER “t . 30 PM Lore s | 
ROCKFORD. ILI nd es  wMPM Lniversity Cl 
— ST. LOUIS ver irs. 12:00 New Forest Parl 
CONVENTION SAN FRANCISCO OPM. St. Julien Res 
have held them firet ecting t phar SFATTLE ' ee 3PM Soatle Proas 
tor the sthonal conventior t ve . roRro ) : “9 " > ! . aol 
tional Industrial Advertiser n <r =r ‘wr , 5~ Hosted 4. 
tion, June 29 t July 2 in al rele VANCOUVER R ’ tae 4 PM Hote Ds 
At the meeting, Convent airmar WEST. N. ENG 00 P.M. — City ¢ H 
Les Claxton (right) welc l ‘ YOUNGSTOWN = xe 6-2 PM Tod Hotel 
Wiley. NIAA executive secret 
is assisting with the groundwor I Subject To Change 
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What happens after 
the magazine gets there? 


Mot industrial publications give you a lot of factual 
information on their circulation . . . industries covered 
eee plants reached ... titles of subscribers, ete. ABC 
and CCA statements give you a further basis for analvsis 
and comparison. This all helps you to select the publi- 
cations that will do the most effective job. But it often 


leaves unanswered the very important question 
“What happens after the magazine gets there?” 


How much attention does it get? Who are the readers 


and how much do they get out of it? 


Adequate circulation and good coverage of industry are 
certainly essential but the pay-off for you as an adver- 


tiser is the extent to which the magazine is read and used. 


One of the best ways to get these facts is a readership 
study conducted over your own customer and prospec t 
lists. In this way you can learn which publications are 
being read by the men who are important to you, and 


your selection of media can be made on a sound basis. 


— 
- 


Studies of this type need not be elaborate or costly. 
Sometimes a double post card is sufficient... simply 
asking the men who receive it to list the publications 
which they read regularly and drop the return card in 
the mail. In other cases, you might wish to secure more 
detailed information. A short letter enclosing a ques- 
tionnaire and stamped return envelope can give you 
quite a complete picture: the standing of publications 
by geographical areas, by industries, by titles of readers, 
by size of plant, ete. The returns on such surveys usualls 


run between 20°) and 40°. 





CAUTION 














“tee, 


However, there are a few pitfalls to be avoided in 
making and analyzing readership studies: 


I The results are valid only to the extent that the 
list surveyed accurately reflects the markets and 
men who are important to you. If, for example, 
your list is “top heavy” with engineering titles, it 
can be expected that engineering publications will 
make a proportionately better showing than 
other magazines. The same thing is true if the 
list is concentrated in one industry or one geo- 


graphical section. 


Only publications in the same field should be 


compared. 


3 It is better not to list names of magazines in the 
questionnaire. This tends to narrow the gap between 
well read and seldom read publications by remind- 
ing the respondent of weaker magazines which he 
might otherwise have ignored. 


4 The inquiry type papers and buying guides seldom 
make good showings in readership studies. They 
producing 


should be judged on their inquiry 


performance. 


5 Remember that publication readership changes. 
The survey made several years ago may not reflect 


today’s readership. 


Numerous surveys have been made by independent 
companies and some of these are available for study 
if you would like to see them. But there is nothing 
quite so satisfactory as your own reade.: ip survey, 
controlled entirely by you, directed to the companies 


and men that vou want to sell 


™ PENTON [Susur 


PENTON BUILDING « CLEVELAND 13, OHIO 





STEEL MACHINE DESicn 
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FOUNDRY— 


New Equipment Digest 
117 
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For Up-to-the-Minute Market and Media Data 
use your 


new 1950 edition of the 


MARKET DATA NUMBER, 
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Agencies Emphasize 


(Continued from Page 35) 


the point-of-sale ammunition to hit the 
bull's eye 

We have been suggesting for months 
new to every one of our clients that they 
do a better job of ringing doorbells 
That means a lot more direct mail sell 
ing and a lot more field calls by sales 
men, dealers and representatives 
Frep Wirtner 


Horton Noves Co. 

We expect our clients to spend more 
for industrial advertising in 1950 using 
about the same media and even harder 
selling copy—C. H. Ricxarp. 


Bert S. Gittins Advertising 

We feel our clients will spend more 
for industrial advertising in 1950, com- 
pared to 1949 

There will be a tendency to expand 
into new markets or old markets which 
have not been worked intensively. This 
will result in the use of additional busi- 
ness publications. It looks like more 
direct-mail will be used and we think 
there will be some tendency to use larger, 
more dominant space in publications 
where competition is strongly repre- 
sented 

In nearly all cases, the change from 
a seller's to a buyer's market was an 
ticipated some time ago and copy has 
been changed accordingly. This change 
will not be much of a factor in 1950 
Bert S. Grrrens 


Warschalk and Pratt 

It looks as though our clients will 
spend about the same for space in in 
dustrial publications during 1950 as in 
1949. Determined efforts will be made 
to seek out new markets, and this indi 
cates the growing need for intelligent 
media research 

We also plan an intensive campaign 
against high production costs through 
simplified layouts, elimination of expen 
sive engraving, plus re-use of art and 
repetition of certain ads.—Cuaries R 
Force 


Henry J. Kaufman & Associates 
We cannot see any major change. up 
or down, in budgets. There will prob 
ably be a more selective choice of ver 
tical, rather than horizontal media in 
certain trade classifications 
We think that copy appeals will defi 
nitely be harder-hitting but, because we 
sense a tightening in consumer adver 
tising budgets, we believe it more im 
portant than ever that the business press 
be used to remind the retail outlets of 
what our manufacturer clients are doing 
Therefore, we see two phases of em- 
phasis which will become more ap 
parent in business paper advertising 
hard-hitting, more factual, inform- 
ative copy, and the use of industrial 
advertising to mirror efforts being made 
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and 


91.9% 


of all users say they refer to 
MacRAE’S BLUE BOOK “prin- 
cipally” or “exclusively.” 

For space rates, consult your 
agency. Send for copy of a 
new booklet, “Where Orders 


Originate.”’ 


MacRAE’S 


BLUE BOOK 


18 E. Huron St. 
CHICAGO lI, ILLINOIS 
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MANAGEMENT MEN con- 
stitute 50% and PUR- 
CHASING AGENTS con- 
stitute 50% of the users 
of MacRAE'S BLUE BOOK. 


ALL users are located at 
the largest and most im- 
portant purchasing points 


in American industry. 


57th Edition Closes 
January 15, 1950 





Nothing 


Performs 


Like a 


to Sell! 


If your catalog is covered with a 
Heinn Loose-Leaf Binder, it does 
MORE for you than any other sell 
ing medium at your command 


Because it is loose-leaf, it is easily 
kept up-to-date at low cost. Because 
it is Heinn-Covered, it stands the 
hardest usage. Because it is styled 


by Heinn, it is a “beauty” in every 


sense of the word 


In the hands of your customers and 
prospects, your Heinn-covered cat 
alog works for you every day in the 
year selling for you keeping 
your name prominently displayed 


at the point of sale 


GET THE FACTS — TODAY 


When your new catalog is up for 
production, you will have the Heinn 
Loose-Leaf Binder story before you 
You're sure to have a better catalog 
when you switch to loose-leaf 

and to Heinn bur catalog shows 
produced for every 
WHO” they 
are. A copy of our catalog is yours 


550 fine book 


type of busin Ser 
for the asking 


THE HEINN COMPANY 
326 West Florida Street 
Milwovkee 4, Wisconsin 


wav 
- Originators of 
the Looseleaf System of Catcloging 


to impress consumers with the impor 
tance of the products being marketed. 

This applies more to the general trade 
papers than to strictly industrial market 
ing, where the end product is sold for 
business and industrial usage. However, 
we still believe the above to apply, plus 
the fact that the need for business and 
industry to operate more economically 
gives industrial publications an oppor- 
to provide a channel between 
industry.—- Henry J 


tunity 
business and 
KAUFMAN 


Edward W. Robotham & Co. 

The bulk of our 1950 budgets (out 
of a total of twenty-two accounts) in 
dicate approximately the same expend- 
itures as for the current year. 

Three or four indicate slightly larger 
expenditures in 1950. Three or four in- 
dicate slightly lower expenditures for 
business paper space, although it is 
planned to use the “saving” for other 
sales promotion purposes. 

We note that tendency for industrial 
advertisers in the small-company group 
to set the same over-all budget and in- 
sist upon having the business paper 
schedules cut in order to make more 
money available for a new catalog, a 
direct mail campaign. or some other 
sales promotion effort 

We also note a tendency to weigh 
the advantages of recommended media, 
and to weed out many of the “second 
string” publications that in recent years 
have found it comparatively easy to get 


on such lists.—Epwarn W. Rosotruam 


J. B. Sebrell Advertising Agency 
Our clients plan to spend more for 
ndustrial advertising ip 1950 than they 
did in 1949. Our agency specializes in 
mail order advertising. We are finding 
hat advertising in industrial magazines 
n many instances produces higher grade 
customers.and prospects at from 1/8th 
to 1/40th the cost of other media 
Longer, more informative, harder sell 
ing copy will be required to sell in the 


present-day market.—J. B. Sepreni 


Svkes Advertising, Inc. 

In general, our clients who sell to 
industry plan to spend a little more for 
advertising in 1950 than they have in 
1949. Much depends upon the particu 
lar markets they serve. One who sells 

de segment of industry plans to 
1 almost exactly the same amount 
ext year as this vear. Another who 
sells to the electrical manufacturing in 
dustry will increase his budget about 
Still another, who sells to the coal 
lustry, will spend less at the 
of the year but will increase 

mount if conditions improve 
No drastic changes are contemplated 
media except that direct mail will 
ed somewhat more extensively than 


past. Space costs have been scru 


tinized even more closely than in the 
past. 

In at least two cases, part of the job 
of the advertising will be to help line 
up new distributors—either to replace 
present distributors who are falling be- 
hind or to open up new territories which 
were previously neglected. These clients 
feel that it is easier to obtain worth- 
while distributors if their products are 
properly advertised. 

Product advantages will be empha- 
sized as much as possible in 1950 as 
in 1949. 

We will urge our clients to “follow 
through” on their advertising. This 
means keeping their salesmen and dis- 
tributors fully informed of the com- 
pany's advertising activities, and to in- 
sist on quick follow up of all worth- 
while inquiries before they become 
stale—Daniet M. Davis, manager, in- 
dustrial division 


Jones & Taylor and Associates 

The outlook for industrial advertis- 
ing in 1950 is somewhat better than 
a year ago, when it was becoming 
increasingly apparent that we were 
sliding into a recession in a great many 
lines 

This improved outlook is manifested 
by a number of our clients who are in- 
creasing their efforts in the industrial 
field; others who should be cutting 
their schedules on the basis of their 
sales for 1949 are holding the line with 
the belief that continuing forceful ad- 
vertising will pay off in sales during 
1950.—Rateu E. Jones 


George H. Gibson Co. 

In 1950 it will be necessary to devote 
a little more money and a lot more 
thought to industria! advertising. None 
of our clients is rich enough—if any 
company is—to accomplish a job by 
sheer force of expenditure. It's a ques 
tion of making brains outweigh money. 

That means that we must work harder 
to make the advertisements say the 
things that sell 
touch with what concerns those who buy 


we must keep in close 


our products; and we must reiterate 
the selling arguments found to be ef 


fective by salesmen Luts Gipson 


Fox & Mackenzie 

The way it looks from here, 1950 ex- 
penditures for industrial advertising will 
exceed the 1949 total 

I anticipate that the change will be 
about 10% up, and that there will be 
more emphasis on vertical coverage than 
has been the case in the last couple of 
years 

Training of manufacturers’ own sales 
representatives and meetings with in 
dustrial distributors’ salesmen will be 
increasingly important in 1950.—-W. A. 
Fox 
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DOUBLE EXPOSURE DOES IT... 


and to sell industry you must expose your product to both middie management to recommend it and top 
executives to approve the purchase. Only Modern Industry with its 55,000 readers representing a cross- 


section of industrial management gives this effective industrial coverage. 


Modern Industr 


pies per montn 


PUBLISHED BY MAGAZINES OP INDUSTRY InC $47 MADISON AVENUB, NEW YORK 17. N.Y 
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| issue of 
INDUSTRIAL 
MAINTENANCE 
is a 
PLANT 
MAINTENANCE 
SHOW 


— seen by all Maintenance Men. . . 


Keep your products before them in 
every one of the eleven remaining issues 


of 1950!" 








INDUSTRIAL MAINTENANCE completely covers 24 
Industries with the largest industrial circulation at the 


lowest cost per 1000. 


Prove this for yourself with the published figures of 
Standard Rate & Data — or write for details. 


INDUSTRIAL MAINTENANCE 


3623-27 FILBERT STREET, PHILADELPHIA 4, PA. 














This Emblem Means epegrect De 
IT‘S EASY FOR YOU (eam uaimcs 


to Get Media and Market Data ioe’ piuenans 
When you see it in the advertisements of business publications—in their 
promotion copy in folders, on blotters, in circulars—you are being 
reminded that the publication hes filed its complete reference data in The 
Market Vete Book Number. It means you can find facts on the publication's 
editorial services, circulation, influence, market studies, and similer 
informetion, adjacent to complete data on the market it serves. 


1950 Calendars 


(Continued from Page 68) 

mer calendar field where such calen- 
dar makers as Brown & Bigelow, St. 
Paul, and Esquire, Inc., New York, 
says that girl pictures are a mainstay 
of the business. 

Spartan Saw Works, Springfield, 
Mass., has a leggy girl painting on 
one 1950 calendar—and a scenic al- 
ternative if you don’t like girls. Union 
Special Machine Co., Chicago maker 
of industrial sewing machines, has 
come out as usual (IM, Jan., 1949) 
with the best use of cheesecake this de- 
partment has yet seen—12 scantily 
clad misses each wearing panties and 
bra, nightgowns, hosiery or other 
products made by Union customers 
(Munsingwear, Jantzen, etc.) on 
Union sewing machines. Small illustra- 
tions of the machines with hard-selling 
captions, are included. 


Checsecake Creates Ill Will 


But the prevailing industrial at- 
titude toward girl pictures is summed 
up by these calendar companies: 

Thomas D. Murphy Co., Red Oak, 
la., says that nudes and other types 
of cheesecake “are not nearly so well 
received as the better class pictures, 
and create a certain amount of ill 
will.” Human interest pictures, es- 
pecially small boy and girl pictures, 
»nd scenic backgrounds are Murphy’s 
biggest sellers. 

Osborne Co.., Clifton, N. J . agrees 
that story-telling pictures and land- 
scapes lead in popularity: “The pic- 
ture is there to attract attention but 
it should be favorable, should not 
lead too far afield from the advertis- 
er’s selling message and, of course, 
must uphold the dignity and good taste 
of the advertiser.” 

Calendars by Browne & Bigelow 
and Osborne are among those pic 
tured in this review 
‘Hardware Aae’ Promotes Two 

Leonard V. Rowlands has been ap- 
pointed general manager of Hardware 
Age, a Chilton Co. publication, to suc- 
ceed the late Charles J. Heale. Mr. Row- 
lands was formerly sales manager for 
the publication. John G. Wilcox, former 
circulation manager and director of re- 
search, has been named advertising 
manager 


Railway Paper Changes Name 
Railway Mechanical Engineer, pub- 
lished by Simmons-Boardman, New 
York, has changed its name to Railway 
Mechanical & Electrical Engineer. 
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HERE LIES THE STEAM SHOVEL 


Tue steam shovel is as obsolete as the brontosaurus, 











thanks to our client of 28 years, Northwest Engineering 
Company, who pioneered internal combustion engines for 


power shovel power over 30 years ago. 


In 1917, Northwest was an upstart in the shovel field 
with more ideas than capital. They dared to buck the 
leaders, but not with a better product alone. They staked 
their scarce dollars on advertising — bigger and better 
than that of competition. 


Today, Northwest is one of the best-known names in the 
construction industry. Northwest shovels and cranes 


outsell them all in the range of sizes the company builds. 


Good industrial advertising helps build industrial leaders! 
That kind of advertising is our business and if you'll 
call us we'll tell you how it can be applied to your products. 


RUSSELL T. GRAY, INC. 


205 W. Wacker Drive, Chicago 6, Illinois 
Telephone CEntral 6-7750 


ADVERTISING TO INDUSTRY AND AGRICULTURE SINCE 
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of Industrial Sales and Advertising 


Billingsley Warns Agencies, Publications: | A8P Annual Ad Contest 


‘Get Along Better’; ABP Clinic Draws 400 


New Yorx dvertising agencies and 


business papers must learn more about ARF Readership Studies 


each other if both are to benefit them of Two More Business 


selves and their clients more fully, Al 
len L. Billingsley, president, Fuller & Papers Set for 1950 


Smith & Ross, told member representa 
Publica New Yor« Two more business pa 


pers have agreed to be subjects of 
readership studies by the Advertising 
“distributors” for publication products Research Foundation, it was announced 
under at a clinic of the Associated Business 


tives of Associated Business 
tions at a two-day clini 
He said that agencies are actually 


that agencies should be better 


stood and appreciated not merely “a Publications 
The publications are Chemical Engi- 


neering and American Builder. The one 
ixeue of each to be studied will not be 


cepted by public ations. On the other 
hand, agencies, too, are not blameless 
in their relations with publications, he 
rdmitted revealed until afterwards to assure nor 
Other sessions of the clinic, which was mal editorial and advertising content. 
attended by a record 400 business paper An additional publication, it is 
hoped, will also be available for study 
n 1950. The readership checks are part 
f continuing studies that are supported 


executives, featured frank discussions 
of the recent split within ABP, result 
ng trom a vigorous controversy over 
1 and free circulation auditing largely by ABP and that began with a 
Thomas B. Haire, vice-president, Haire tudy of Automotive Industries. That 


Continued on Page 128) (Continued on Page 128) 


GENERAL DWIGHT D. EISENHOWER, president of Columbia University, 


presented the first annual Freedoms Foundation awards to the editors of three 
employe publications in ceremonies at Valley Forge, Pa. The awards were given 
for what the foundation termed “speaking up for freedom in fields of public 
information.” From left: Gen. Eisenhower; John A. Jones, editor, Wierton Steel 
Co.'s Bulletin; William D. Martin, editor, Republic Steel Co.'s Republic Reports; 
and C. F. Hood, president, American Steel & Wire Co., who turned the award over 
to A. J. Beiler (insert), editor of the company’s Wireco Life. These awards totaled 
$3,350. Other awarcs to 200 editors and companies totaled $75,000 
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Will Close Jan. 31 


New YorK—T wo separate contests of- 
fering 60 awards will feature the Eighth 
Annual Advertising Competition con- 
ducted by the Associated Business Pub- 
lications. 

One contest is for advertising m 
industrial, professional and institution- 
al business papers, and the other for 
advertising in merchandising publica- 
tions, directed to wholesalers and retail- 
ers. 

Campaigns that have appeared dur- 
ing 1949—in any business publication 
(ABP or otherwise) listed in the busi- 
ness paper section of Standard Rate & 
Data Service can be entered 

Entries in the industrial division will 
be judged, and awards presented in St. 
Louis. Judging and presentation of 
awards for advertising in merchandising 
publications will take place in New 
York 

More than 30 first prize and certifi- 
cate of merit award winners will be 
named for each of the two contests. 
Closing date for entries is Jan. 31. 

Each campaign appearing in indus- 
trial, professional and institutional busi- 
ness publications can be entered in one 
of six classifications 

Each merchandising campaign can be 


entered in one of seven divisions 


Machine Tools Deteriorating 
Fast: ‘American Machinist’ 


New Yorx—One out of five machine 
tools now in use is over 20 years old, a 
study by American Machinist shows 

The publication, which for six years 
has conducted an annual inventory of 
metal working equipment, reports that 
“the nation’s metal working equipment 
is de teriorating at an alarming rate 

Pointing out that equipment is in 
worse shape today than it was at the 
end of the war, Burnham Finney, editor, 
said 

“The situation is even more critical 
than the survey figures reveal. Hun 
dreds of thousands of machine tools 
which, technically, are less than ten 
years old have been subjected to such 
hard usage that, for all practical pur 
poses, they should be in a higher-age 
group. They were run around-the-clock 
during the war days, were operated in 
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HEATING & PLUMBING EQUIPMENT 
NEWS reaches 32,000 contractors and 
wholesalers, of whom— 


25,280 handle Hot Water Heating Systems 
24,960 handle Oil Burners 

21,440 handle Warm Air Hecting 

21,600 handle Plumbing 

24,064 handle Steam Heating 

19,200 handle Gas Burning Equipment 
14,752 handle Stokers 

25.920 handle Domestic Water Heoters 


First Issue Now Out! 
May We Send You a Copy? 


Write us for a copy of the first issue (January, 1950). Note the 
attractive layout and typography. Glance over the crisply written 
reports on the latest equipment, the brief reviews of useful trade 
literature. Note the advertising of some of the leading manufac- 
turers in the heating and plumbing field. Detailed information on 
types of reader, rates, and mechanical requirements included. 


Material will be mailed to you, and there's no obligation. Write 


today to: 


Heating & Plumbing Equipment News 
Published by The Industrial Press 
148 Lefayette Street, New York 13, N. Y. 
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Now - for the first time Lf 


OR the first time—a monthly “new equipment’ maga- 

zine that (a) covers radiator heating, warm air heating, 
automatic heating (oil burners, gas burners, stokers), as 
well as plumbing and (b) reaches more contractors 
and wholesalers in the combined heating and plumbing 
fields than any other paper in existence! Total circula- 
tion, 35,000. Editorial content consists of new-equip- 
ment and new-catalog items of vital interest to every 
reader. That means unusually high readership, heavy 
inquiries. And the cost is low—less than |/2 cent per 
prospect per month! Published by The Industrial Press, 
which also issues HEATING AND VENTILATING (tech- | 
nical engineering monthly) and many technical books 
in the heating and related fields. 
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YOUR 
McGRAW-HILL MAN 
FOR YOUR COPY 
OF THE 1950 
HANDY GUIDE 


Media men 
Account executives 
Advertising & sales managers 


.. who want their Media 
Data in capsule yet in author- 
itative and comprehensive 
form, this book gives: 


Scope of the market 
Industry coverage 
Circulation breakdown 

on each McGraw-Hill 


publication—both domestic 


and international 


McGRAW-HILL 
PUBLICATIONS 


@AS "oo 
Ta R MARA 
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expertly by hastily-trained workers, and 
are of 1939-or-earlier design.” 

Highlights from the study: 

More than 43% of machine tools are 
ten years old or older, as compared with 
the 1945 figures of 389%. Postwar de- 
velopments— greater power, higher feeds 
and speeds, automatic cycles and tracer 
controls, etc.—are not in wide use. 

If the present trend of inadequate re- 
placement is not reversed, by 1955 more 
than three out of four machine tools will 
be at least ten years old. 

The railroad equipment industry, de- 
clining in size since 1930, is now down 
to 16,000 machine tools—48% are now 
over ten years old, an increase from the 
1945 figure of 42%. 

Southern industry has installed 80,000 
machine tools since V-J Day, increasing 
the count from 62,000 to 142,000, a gain 
of 2.3 times, which confirms that there 
is a definite trend to industrialization 
in the South. 

The aircraft industry's capacity for 
production, as indicated by the number 
of machine tools installed, has decreased 
to less than one-fifth of its wartime 
facilities. The automobile industry has 
the greatest percentage of machine tools 
ten years old or older—5S6%, a sharp 
rise from the 1945 figure of 37%. 

Most maintenance equipment is out 
moded —63% of machine tools and 
60% of metal forming equipment is at 
least ten years old. 

Some reasons for the dangerously low 
replacement rate may be high tax rates, 
bad tax depreciation policy by the fed- 
eral government, uncertainty about labor 
and other government legislation, and 
restrictive labor practices encouraged by 
unions 

Mechanized farming is growing with 
48,000 machine tools in use today—up 
five times from the 1930 figure. In this 
period, however, many used machines 
have been purchased. Current figures 
show that 50% of the units are at least 
ten years old. 

Government agencies own 13% of all 
machine tools—about 259,000 out of 
the estimated total of 2,061,300. 

Three out of four college machines 
are modern. Only 25.7% of university 
shop equipment is more than ten years 
old 

Copies of the report are available from 
McGraw-Hill (330 W. 42nd St, New 
York) at $2.00 per copy—$1.00 to ad- 


vertisers and their agencies 


Rodger Retires at McGraw- 
Hill, Paxton Is New V.P. 


Curcaco—John M. Rodger, McGraw 
Hill vice-president in charge of all ac- 
tivities in the western district, has re- 
tired at his request after 35 years with 
the company. 


Mr. Rodger’s publishing career be- 


gan as Chicago advertising salesman for 
Electrical World. Later he was ap- 
pointed western manager of that pub- 
lication and Electrical Merchandising. 

In 1925 he became McGraw-Hill’s 
first district manager, and in 1929 was 
made vice-president in charge of west- 
ern district operations, with head- 
quarters in Chicago. In 1946 he asked 
to be relieved of advertising sales and 
sales management so that he might de- 
vote full time to the over-all operations 
of the company. 

A. E. Paxton, vice-president and dis- 
trict manager for the past 18 months, 
will take over Mr. Rodger’s duties. 


IH Drive Aims at More 
Light Truck Sales 


Caicaco—An 
campaign has been launched by Inter 
national Harvester Co. for a new line 
of trucks on which the company spent 
$30,000,000 for the production change- 


over. 


extensive advertising 


The campaign to promote “the most 
complete line of trucks in the world” 
is aimed at capturing a larger portion 
of the light truck market, where 
Chevrolet, Ford and Dodge are lead- 
ers, and also is promoting IH's heavy 
duty trucks 

For the first time, the company is 
using cooperative advertising with deal 
ers, who are offered a complete direct 
mail program and their choice of four 
other media — newspapers, selective 
radio, outdoor posters and movie trail 
ers 

The company is using more than 100 
general and farm magazines, trade pub 
lications and vocational journals, in ad 
dition to newspapers 

Prices of the new models for the most 
part parallel those of current models, 
with several exceptions where prices are 
up slightly. The trucks include a new 
valve-in-head engine and improved ver- 
sions of the medium and heavy-duty 
engines, in addition to a new “Comfo- 
vision” cab design, one-piece curved 
Sweepsight windshield and other design 
and mechanical features for cutting 
truck operating costs 

Commercials on the company’s Sun- 
day afternoon NBC network show, “Har- 
vest of Stars,” will feature the new 
line. The over-all campaign was out- 
lined at a series of five regional meet- 
ings throughout the country for branch 
and district management heads. Then 
identical meetings were held in each 
of the company’s 75 districts for dis- 
trict sales personnel and dealers of the 
area. Public showings were held at 
dealers’ showrooms. 

Young & Rubicam, Chicago, handles 
Harvester’s truck account. 
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This is on extrusion machine. Like such 
other equipment os molding presse®, cal- 
endars, Banbury mixers, duplicators and 
sanders, it is used by manufacturers in 
basic ind to convert 
finished parts and 
_ W's on expensive gadget, too — 

some models sell for about $60,000. 


Here is the story of one extrusion machine 
monvfacturer who decided to advertise in 


MODERN PLASTICS Magazine. This publi- 
cation with its ABC-audited circulation of 


ore used in volume—has 

circulation ond carries more 

advertising pages than all other books in 
the field combined. 


Here's what happened in just five months: 
althy inquiries, most of them from 


as @ result of 
PLASTICS that contained mo coupon and 
offered no literature of ony special in- 


ducement to reply. 


— on 


of the market for it 

wr marge among the rea 

nr ere — pLastics. We'll on 

deepens off whether MODERN PLASTI 

aha | proper medium for you to a 
give you the reasons either aie. 


PUBLICATION 








The BOAT is 


only the 
BEGINNIN S| 


ae everything from 
cleats to caleanea 
winches to watches 


| Billingsley Warns 
(Continued from Page 124) 


frre Co., and secretary of ABP, 
asserted that the circulation dispute “is 
not a fight, but an honest difference of 
opinion.” 

“We simply don’t believe we would 
offer our advertisers as good a buy if 
we were not paid papers,” he said. “If 
we did, we would certainly be foolish 
to break our necks not only in develop- 
ing the proper kind of paid circulation, 
but in maintaining the extensive records 
necessary to enable the Audit Bureau of 
Circulations to certify and identify our 
readers.” 

Robert K. Leavitt, former agency ex- 
ecutive and former managing director 
of the Association of National Adver- 
tisers, presented a statement of the case 
for paid circulation which he has pre- 
pared for use in business paper adver- 
tising by McGraw-Hill Publishing Co., 
New York 

Subscription payment in itself is not 
an indication of a better paper, he said, 
but “the statemert of a reasonable case 
shows that paid circulation tends to af- 
fect reader influence and advertising 
results.” 

At one session, new officers were 
elected for the National Conference of 
Business Paper Editors to fill the de- 
pleted ranks left by resignation of pub- 
lications disagreeing with ABP policies 
on paid versus free 

Julien Elfenbein, editorial director, 
Home Furnishings Group, Haire Pub- 
lishing Co. was named president. 
P. W. Swain, editor, Power, was named 
vice-president, and S. R. 
Bernstein, Advertising Age. 
western vice-president. Secretary-treas- 
B. Tavenner, editor of Rail- 


eastern 
editor, 


urer is C. 
way Age. 


ARF Readership 


(Continued from Page 124) 


study and preliminary research has cost 
$75,000, J. S. Crane, vice-president, 
Simmons-Boardman Publishing Co. and 
chairman of the ABP research commit 
tee, revealed. 

Both publications scheduled for study 
this year have agreed to finance the costs 
of the studies, which will total a “mini- 
mum of $17,500," Mr. Crane said. 


Circulation Managers of Business 
Papers Form New Group: BPCC 

Circulation managers of both con- 
trolled and paid circulation business 
papers have formed a new organization, 
named the Business Publications Circu- 
lation Council, to discuss developments 
and problems. 

Arthur H. Dix, director of research, 
Conover-Mast Publications, New York, 
presided at the first meeting of the 
group, which will meet at luncheon on 


the first Wednesday of each month at 
the Hotel Bedford, New York. Publica- 
tions represented at the first meeting 
Dec. 7 were Aviation Operations, Boot 
& Shoe Recorder, Department Store 
Economist, Electrical Manufacturing, 
Hardware Age, Iron Age, Jewelers’ 
Circular-Keystone, Machinery, Mill & 
Factory, Progressive Grocer and Pur- 
chasing. 


Clague Fills ABC Post 
Vacated by Slocum Death 


New Yorx—Stanley Clague, circula- 
tion manager, Modern Hospital, Chica- 
go, has been elected a director of the 
Audit Bureau of Circulations, filling a 
vacancy caused by the death of George 
M. Slocum, publisher, Automotive News, 
Detroit. 

Mr. Clague will represent the business 
paper division and will serve until the 
next ABC annual meeting in October. 
Modern Hospital Publishing Co., Chi- 
cago, publisher of Modern Hospital, also 
publishes Nation's Schools (both are 
ABC papers) and College & University 
Business, a Controlled Circulation Audit 
paper. The fact that these publications 
are not Associated Business Publica- 
tions papers and that Mr. Clague has 
not figured in the controversy involving 
paid versus free circulation is believed 
to have contributed to his acceptability 
to business paper publishers generally. 

After starting his career on the re- 
search staff of Henri, Hurst & McDon- 
ald, Chicago agency, Mr. Clague joined 
the company he now serves in 1921. He 
is a founder of the Chicago Circulation 
Managers’ Round Table, was president 
of the Chicago Business Papers Asso- 
ciation and serves on committees of the 
National Association of Magazine Pub- 
lishers 


Arthur H. Dix Named Vice-President 
of Conover-Mast Publications 


Arthur H. Dix, director of research, 
Conover-Mast Pub- 
lications, New 
York, has been 
elected a vice- 
president. 

Mr. Dix came to 
Conover - Mast in 
1945 after serving 
for many years as 
manager of reader 
service for Tron 
ige. He is a mem- 
ber of the Nation- 
al Industrial Ad- 
vertising Association's committee on ad- 


Dix 


vertising effectiveness 


Buda Names Ross Llewellyn, Inc. 

Buda Co., Harvey, Ill, has appointed 
Ross Llewellyn, Inc., to handle all Buda 
advertising and promotion. 
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ON YOUR ADVERTISING 


Inquiries tell the story 


Tens of thousands of buyers use the CONOVER And, because the book is used by these in- 


Mast PurcuasinG Directory daily in their 
search for new sources of products and mate- 
rials used by industry. And all of these buyers 
are picked. The entire circulation of CONOVER- 
Mast PurcHASsING Directory is carefully 
selected to cover the manufacturers in this 
country who do over 80% of all the business 

plus 3500 buyers of equipment and supplies 
for public utilities, steamship companies, 
mines, and government units, including con 


sulates all over the world. 


ISSUED SEMIANNUALLY 





e+? 
Ebr Leas 


j ) 


j 


dustrial buyers when they are in the market to 
buy, the advertisers get results — good inquiries 
at an astonishingly low cost. One new adver- 
tiser reports inquiries for $20,000, another for 
$250,000. Still another company is working 
on a $500,000 inquiry produced by CMPD. 
It will pay you too, to be represented in the 
Conover-Mast Purcuasinc Directory by 
adequate space to illustrate and describe the 


uses of your products. 


SEE YOUR ADVERTISING AGENCY 


Comover Mast 
PURCHASING == 
DIRECTORY 


Formerly Plant Purchasing Directory 


J is J = 


737 N. Michigan Ave., Chicago II, Ill. * 205 E. 
42nd St., New York 17, N.Y. * LeaderBidg., 
Cleveland 14, Ohio * 5478 Wilshire Blvd., * Los 
Angeles 36, Calif. 
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Industrial Advertisers 


(Continued from Page 34) 


--W. A. Bates, Steel Co. of Canada, 


es? 
for Greater Product Recognition J isi. sontresi 
° f “Our program calls for increased 
in Paper and Pulp Mills / direct mail (large increase} more 
a . = © dealer education, displays, samples 
, 7 and dealer help programs.” —T. Cay- 
' ton Cueney, Inland Steel Products 
Co., Milwaukee. 

“There will be a large increase in 
our business paper advertising pro- 
gram. We are expanding our direct 
mail activities, and increasing our 
exhibit budget from five to seven 
shows.”—G. H. West, Consolidated 
Engineering Corp., Pasadena, Cal. 

“Doubling our 1949 direct mail ac- 
tivity, expanding space use—-same 
4 media, more pages.”—J. T. SLOANE, 
\ Telautograph Corp., New York. 

“Will use sound films, additional 
business papers, additional distributor 


With the JANUARY ISSUE—"Paper Industry | ovr Pere i eee 
and Paper World” ASSUMES THE NEW NAME strong-Blum Mfg. Co., Chicago. 


“Our program calls for more direct 
\ FW W mail, more sales training material for 
a eF Nn ustry distributor salesmen, intensified 
market research.” 4. R. Kioos, Lin- 

coln Engineering Co.. St. Louis. 


Basically it continues to render greater service . . . its circula- = 
We will increase space, use more 


tion goes deep into every department in the mills — providing 
practical Technological — Engineering — Management and 
Production information in each issue. 

The annual Catalogue and Engineering Handbook gives you 
a “Balanced Package” — enabling you to back up your ad- 
vertising in The Paper Industry with complete catalogue data LIAMS, Sangamo Electric So., 
field. Il. 


“We plan new export advertising 


color in business publications, add 
sectional business publications—also 
increase a bookmatch campaign to in- 
clude other fields.”"—Josern H. Wr- 


Spring- 


relative to your products. 

You thus leave no stones unturned — no time wasted. Your 
sales points in your monthly advertisements are backed up campaigns, a new program to purchas- 
with facts through technical description in the Catalogue. ing agents, and increased direct mail.” 
If your product is used in this industry — where could you go R. Bruce Vasey, Cleveland Chain 
to give it greater recognition? & Mfg. Co., Cleveland 

“Our program for 1950 calls for 


FRITZ PUBLICATIONS, INC. a Hct Blagg og Ace 


case history type of advertising in 








! vib BUREN 





more business publications than last 
vear.”-—Ken Larson, Ekstrom-Carl- 

son Co... Rox kford, Til. 
“We will use more space, partici- 
LOOK FOR ‘ TAILE pate in more trade shows, increase 
oo , distributor contacts and direct mail.” 


F. J. O'Laventur, Commander 


THIS EMBLEM anne | Mfg. Co.. Chicago 
nm Market Data “Our plans for 1950 include an in- 


Book NUMBER . , . 
crease in direct mail, more business 





When you see it in the advertisements of business publications—in their paper space, and a more extensive use 
promotion copy in folders. on blotters, in circulars—youw are being reminded of movies.”—C. W. Lussrer, Ederer 
thet the publication hes filed its complete reference data in The Market Engineering Co.. Seattle. 
Dete Book Number. it means you can find facts on the publication's edi- “We will prepare more informative 
terie!l services, circulation, influence, market studies, and similer aT . ~ 
data for the architect and engineer. 
information, adjacent to complete date on the market it serves. " , : 
W. H. Wapprvetron, American Roof 


Truss Co.. Chicago 
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On your products, distributor's trucks, dealer windows, counters — 
wherever free space exists, PF decals deliver brand name impact, 


turn product identification into sales! 


learn new ways... 


for PF decals to sell your products. See the brilliant color 
reproduction, the ease of application of PF decals. Send today 
for the 16-page booklet, DECAL-WAYS TO SALES, plus 
samples of PF decals. Remember, they're tailormade — special 
PF decals can be designed for best service on your products. 


art services, consultations and 
estimates without obligation 


Write Paim, Fechteler & Co., 220 W. 42nd St., New York 18, N. Y., Dept. im 


~ PALM, FECHTELER & CO. 


NEW YOR 
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sales of your 


Vrite t 


ENGINEER, 
22, I -ennsy lv ania. 





beadbs es (ieee | = 


Impact... is most effective 
when it hits the right spot! 


. and the “right spot” 
ulpment, supplies or services 
is the billion dollar annual steel mill market. 
The impact of a consistent advertising schedule 
in the IRON AND STEEL ENGI 
et you your share of this lucrative market. 
ay for your copy of our new N.1.A.A. 
Sales Presentation Outline . 
1010 Empire Building, Pittsburgh 


for large volume 


EER will 


IRON AND STEEL 











| tor the MILK 7 
PROCESSING 
INDUSTRY. 


For nearly four decodes, MILK PLANT 
MONTHLY has helped teep the 
$7,000,000,000 Industry which it serves 
on @ profitable course. It hos tept key 
men intormed of the new developments 
and better practices hos imparted 
“now how” which helped them meet 
the challenge of production through 


years of war and peace 


Audited Since 1929 


THIS INDUSTRY IS ONE OF THE BIGGEST IN THE WORLD 


MILK PLANT MONTHLY'S circulation i& SUS 
STANTIAL. Every subscription is verified by cord 
for correctness of title ond products produced 
Reoder confidence is reflected by an cveroge 
renew! e>rr- of 47 145, 

You can @ real sell job wl 
rough etek PLANT M THLY 


le handedly 
eech plent 


owners and key men in the up-and-doing plonts 
who are always on the lookout for new equipment 
and materials and whose recommendations mate 
SALES for odvertisers 

Concrete Resits bold MILK PLANT MONTHLY 
odver*isers 


Milk Plant Monthly 


327 S. LASALLE STREET, CHICAGO 4, y 


132 


The following changes in busines pa- 
non taaainantivas tone Sonn aunanenes 
since the Market Data Book number of 
Industrial Marketing went to press: 


Building Material 
Merchant & Wholesaler 

New rates, now effective: 

Times Page 2/3Page % Page 

l $215 $185 $135 

6 175 145 105 

Minimum space 1/4 page. 

Color: red, full page or less, $50. 
When an advertiser uses six two-page 
spreads in 12 months, there is no extra 
charge for bleed, if desired, or run-of- 
book color. 


Canadian Oil & Gas Industries 

National Business Publications, Ltd., 
Gardenvale, Que., has resumed publi- 
cation of Canadian Oil and Gas Indus- 
tries, bi-monthly that was discontinued 
during the war 


Detaillant, Le En Plomberie 

Et Chauffage 
New rates, now effective: 

Times Page 2/3Page 1% Page 
] $70 $51.50 $40 
6 65 48 38 
12 60 45 35.50 
Color: standard red, $50 extra per 

page. Other colors, $40 extra per page. 


Finish 

Finish, published by Dana Chase 
Publications, Chicago, has opened a 
New York business office, with Jack 
Bain as eastern advertising representa 
tive 


Heating & Plumbing 
Equipment News 

Industrial Press, New York, this 
month will begin publication of Heat 
ing & Plumbing Equipment News for 
buyers of heating and plumbing equip 
ment 


Modern Packaging and 
Modern Plastics 

Modern Packaging and Modern 
Plastics has changed from two to three 
column format, and will add one-third 
and two-third page advertising units, in 
addition to present half and quarter 
page sizes. Page size of 8, x 1144” re 
mains standard 


Paint & Varnish Production 

Powell Magazines, New York, has 
acquired Paint & Varnish Production 
Manager, which will be published here- 
after under the name of Paint & Var- 
nish Production, with a new format 
Anthony Errico will be editor 
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Mote: Inquiries for items listed sot serviced beyond Aprit 15, 1986 


114 


104 


Readers’ Service Dept., INDUSTRIAL MARKETING 
Please send me the following research ond media dota: 
103 


ees 








— 


116 


(Prease print or type informatics below! 





BUSINESS REPLY CARD 


First Closs Permit Mo, %5, Sec. 510, 7. L. & R., Chicago, Mi. 
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116—Checklist of 
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PUBLICATIONS 
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i. 
te 


These handy return cards will 
save you time and help you get 
facts to aid in your market plan- 
ning. Use them todayl Indus- 
trial Marketing's fact - packed 


“ER USE THESE RETURN 


CARDS FOR 


ap Py HULU 
i 





BUSINESS REPLY CARD 


Fiew Class Permit Mo. 95, Sec. 690, 0. L. & R.. Chicago, If 
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100 East Ohio Street 
Chicago 11, lil. 








114 


105 


113 


104 


102 «+103 
Wt O92 


Readers’ Service Dept., INDUSTRIAL MARKETING 5001 
109 


Please send me the following research and media data: 


to more efficient marketing of 
your products. Check these 


116 


107 


115 


(Please print or type intormatien below! 
Mere: inquiries for items listed not serviced beyond April 15, 1960 


pages now. When you write IM 
advertisers mention 


Industral 


Marketing. Or use these cards 


to get booklets offered in IM's 
advertising pages. 





How to Advertise 


(Continued from Page 58) 


able with the reader, or you can talk 
in terms of “you,” meaning the reader. 
You can factfully represent the bene- 
fit in terms of dollars, hours, pounds, 
etc., or you may prefer to suggest the 
emotional satisjactions derived from 
the benefit. For each case, the better 
way will probably be obvious. 

Checklist—product features, uses, 
etc., listed rather than handled in 
normal sentence structure. 

Readers like checklists, because they 
are easy to read; nevertheless, in gen- 
eral, it is safe to say that the checklist 
does not have the selling force of 
“straight copy.” 

There are cases, however, when a 
checklist is very useful. 

Let us suppose a single ad is ex- 
pected to attract the attention of a 
variety of markets. Listing of those 
markets or the uses the product is 
put to in those markets will encourage 
reading from people in those markets. 

Or, if one of the advantages of the 
product is the multiplicity of its uses 
or of its forms, a checklist may be 
called for. 

But it is important to remember that 
readers are looking for benefits; 
therefore, generally speaking, a single 
strong benefit is better than a string 
of uses. Indeed, a single strong bene- 
fit is better than a lot of benefits. 

Other than lisis of uses or users, 
most checklists you see consist of a 
succession of product features, and 
there are so many features, 
none stands out. On the other hand. 
as in the case of the product which has 
no one outstanding superiority but 


hecause 


leads competition in a number of 


the checklist. by its 
the 


minor respects 
overwhelming numbers. may be 
best bet. 

The safest rule is to relegate the 
checklist to secondary importance; let 
it serve to cover, in an economy of 
space, the multitude of less important 
facts which mainly support, amplify 
or supplement the main argument. 


F xpository—explanation of how the 


product is made, is used, ete 


T want to avoid any misunderstand 
ing about mv continual harping on 
T do not mean that “prod. 
rather, 


“henefits.” 
uct features” are unimportant 
I wish vou to think of them as impor- 
tant “hackers-up” to the benefit. 


The benefit is what the customer 


AA AA AA AD 


‘MA 


n ZEEE ttt 


BUTANE-PROPANE News will carry a cir- 
culation guarantee of 10,000 copies per month 
during 1950. 

Circulation will be substantiated by the Audit 
Bureau of Circulation Publisher’s Reports on 
June 30th and December 31, 1950. 

No increase in basic advertising rates for the 
period. 

A rebate of 10% on your advertising contract 
will be paid for each 1,000 circu- 

tion less than the 10,000 monthly 

guarantee. 


CRRA ARR Ky 





YOU ALSO GET THE NUMBER ONE PUBLICATION 


i. 
2. 
3. 


4. 


2 ov 
5. DIGEST SIZE. FITS THE POCKET 


BUTANE- aOR 


A Jonkins 


=~ 
1 
Les Angeles 4, Colif 


FIRST TO REDUCE YOUR 1950 ADVERTISING COSTS .. . ADVERTIS- 
ING RATES WILL BE 20% LOWER PER THOUSAND CIRCULATION 
THAN IN 1949. 


FIRST IN NUMBER OF ADVERTISING PAGES... 1533 PAGES IN- 
CLUDING OUR CATALOG IN 1948, AGAINST 83! PAGES FOR THE 
SECOND PUBLICATION. 


pop ed IN NUMBER OF ADVERTISERS .. . 235 COMPANIES (IN- 

CLUDING 101 eaee ACCOUNTS) USED 1204 PAGES IN 
BP-NEWS PUDLICATI 1949, oot TO 200 COM- 
PANIES WITH 764 Pages FOR THE SECOND PAPER. 


FIRST a ORIGINAL RESEARCH AMONG -_ INDUSTRIAL PUB- 
LICATIONS 8-P NEWS RECEIVED THE 1949 “INDUSTRIAL 
MARKETING” FIRST AWARD PLAQUE FOR THE SCOPE AND OR1G- 
INALITY OF ITS EDITORIAL RESEARCH. 


FIRST IN PAGE SIZE PREFERENCE... 8 OUT af J READERS se 
OUT OF 3 ADVERTISERS SAY They LIKE THE CONVENIEN 
OR THE DASH MCOMPARTMENT 


OF A SERVICE CAR; EASY TO READ AND USE. 


98 Seuwth Aiverade Street 
+ DUnkirk 7-4337 


ADVERTISING OFFICES 
NEW YORK 18 
1) West 42nd Street 
CHickering 4.1939 
CHICAGO 3 
1084 eesatee Gas Bidg. 
wh 2.2584 
-—~ 
1341 5S. Boston 
Phone 2.5726 


Publ cation 
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FACTUAL EVIDENCE— 


dun 
Sales ‘asa ly 


enquire 


You will be pleased to know thet our ad 
placed in py publication pulled many more 
inquiries an any of the other tour trade 
papers 

G. T. Getsinger 

Transport Cooler, Inc 

Farmington. Mich 
As a result of the small advertisement | am 
running regularly in your publication. | have 
been simply swamped with business 

L. L. Hamilton 

Oklahoma City. Oklahoma 

250 inquiries trom all over the country 

best results from any magazine 

w Barr 

W. M. Barr Company 

Memphis. Tena 
The article on industrial flooring in the 
November issue has brought an inquiry 
for @ substantial requirement of industria! 
asphalt plank 

L. L. Strombeck 

Serviceised Products Corp 

Chicago. Ml 





These letters are typical of the many that 
TSN receives each month—evidence of the 
results advertisers are getting from TSN’s 
44,000 copy CCA circulation 


All phases of the multiple transportation 
market are concentrated for you, in one 
package in TSN—railroads, motor trans 
port companies, barge lines, steamship 
lines, bus and street railways, taxicab com- 
panies, air lines and private fleet operators 
in industry. If you want the complete cov 
erage or individual segments of the trans 
portation industry, such as the railroads, 
motor transport companies, etc, or if you 
want blanket coverage of the entire trans- 
portation industry, you will profit by ad 
vertising io TSN 


Concrete evidence in the form of sales pro 
ducing inquiries measures your sales dol 
lars per advertising dollar. To get more 
promotional impact at lower cost, with 
more visibility, tell your sales story in TSN 
each month. Write now for the latest mar- 
ket data 
TEN. wew ie ite SPR voor, lc efiliated with 


the Trafic Wertd, @ $20 © veer ABC transporte 
er sews weekly, founded in 1907 


Transportation 


Supply News 


418 S$. MARKET ST. CHICAGO il 


buys, but it is the “backers-up”—the 
product features—that really decide 
him to make the move toward obtain- 
ing that benefit from the source that 
you represent. 

Therefore, you do well to give the 
reader enough information regarding 
your product's ability to deliver the 
benefit and its superior ability to de- 
liver it—to convince him he should 
act. 


Your Product Delivers 


Promises and claims mean little 
without evidence to show that product 
performance will live up to the ad- 
vertisement. 

So the purpose of reason why copy 
is to tell the reader how that which 
is desirable to him is more certain 
of being delivered by your product. 

In this respect, you will find your 
business man more sophisticated than 
the average person. He won't be satis- 
fied as easily as the shopgirl who will 
swallow the promise of the romance 
that will be hers if she buys the right 
brand of soap or brassiere. The busi- 
ness man is strictly from Missouri 
he wants to be shown, and he will take 
the trouble to examine your evidence 
carefully 

It is the copywriter’s job to get 
from the people who make the prod- 
uct, and then to pass on to the reader, 
the reasons behind the benefit. 

T'echnical—the engineering aspect 
of the product, written for the reader 
who can be expected to have adequate 
understanding. 

There are some cases where the 
reader can be expected to be on the 
same level of engineering intelligence 
as the advertiser. In such cases, and 
lacking a more direct approach, it may 
be to the advertiser's benefit to impart 
some of his perhaps-more-specialized 
knowledge to a receptive and appre- 
ciative audience in the form of engi- 
neering treatises written by the adver- 
tiser’s technical staff—in which cases, 
the function of the ad-man can be little 
more than editor: pencilling in heads 
and subheads, correcting grammar, 
making short sentences out of long 
ones 

Reportorial—report of perform- 
ance, case study, etc. 

The important thing in relating 
what happened to somebody else is to 
give the reader enough information 
about the case so that he can under- 
stand the significance of the accom 
plishment and if possible relate the 


results under that set of conditions to 
the possible results under his own set 
of conditions. 

The mere fact that a certain com- 
pany uses the product is of limited 
significance, because it will be ex- 
pected that for every product there are 
some users. (Moreover, it is known 
that many firms make a practice of 
using several competitive brands). 
The fact that that company enjoys 
certain benefits from the use of the 
product is of more interest, but the 
case may still be rather remote. But 
if the reader is told some of the inti- 
mate details of the case, he has a better 
chance to identify himself with those 
benefits. 

T estimonial—compliments from the 
customer. ; 

Little needs to be discussed here, 
except to say that it’s wise to prepare 
the statement for the person giving 
the testimonial, rather than having 
him make up his own. Such a person 
usually becomes self-conscious and 
his effort appears much less genuine 
than the one you manufacture for his 
signature. 

Varrative—true or fictional report 
of people having experience with the 
product (may be in third person, first 
person or dialog form). 

This technique should not be at 
tempted by anyone who does not 
possess a known talent for fiction- 
writing. Not that the narrative-type 
ad will necessarily be fictional; but a 
“story sense” is definitely needed. 

Much better to write up an event 
as problem - objective - solution and 
have it read and understood than to 
attempt to inflict upon the reader, a 
labored “human interest” account of 
what happened. 

It must be remembered that the 
reader has arrived at that page for 
the purpose of being informed, not 
entertained, and he will appreciate 
being informed in the simplest, quick- 
est fashion. 

While it is true that people (includ- 
ing business men) are interested in 
people, it is also true that business 
men are interested mostly in them- 
selves (which means “their jobs” or 
“their companies”) and so the direct 
approach of “You will get something 
out of this because” is much more 
effective than a long-winded “story” 
about what happened to somebody 
else. 

Any advertising copywriter who has 
the talent to hold the attention of a 
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business man to an ad in story form . 


has talent that will pay him more in } 


other fields where it will be more . How's Business in 


appret ated. 


Copy written in the first person or i 
in the form of dialog almost always B Ja\ 1K 
comes out badly and, as a safe general 


rule, should never be attempted. The 
few writers who know how to handle Mark Study 
it need no advice from me. 18th Annual i 

Tell-All—rather complete. informa 
thon on produc t. uses, perfor mance, 
specifications, ete., for the reader who 
can be expected to give thorough at 
tention the reader you can keep 
selling for as long a period as you be 
lieve you can hold his interest 





A business man, once interested, 
wants to know why and how and wher 
and uM here and u ho says so and how 
rr tie h and Mu“ hie h one and so on and 
if you suspect he will not be content 





with answers to one or two of his 


questions, then you're in line for a 


“tell-all” ad. H: RE’S first-hand information 


Some advertising people—particu- useful market data about bakers, from 
larly the advertisers themselves—are bakery owners and executives in all 


very sensitive about the danger of sizes and types of bakeries. Bakers 


irritating the reader by giving him study these reports with keen interest. 
too much informetion at one sitting. [t's BAKERS’ HELPER’s 18th annual 
They would prefer to drop into his service to the industry. This complete 
lap, gingerly, a few words of unob- Baking Industry Market Study will be 
jectionable nature and then hasten featured in BAKERS’ HELPER Annual Survey Issue, January 21, 1950. 


awa’ before he becomes bored and 
the impression becomes unfavorable. 


Meanwhile, the advertiser will be con- = Why BAKERS’ HELPER Annual Survey Issue 


tent to have “gotten his name across.” ’ > . 
The aa of ie anh ee ie a ad , IS Important to Advertisers 


vertisement will continue to be read 
Because these reports will be studied by bakers and ex- 


for as long as it continues to offer 
ecutives—the men who buy your equipment and supplies. 


information that is important to the 
reader, regardless of the number of » Because your sales message strikes bakery-buyers at the 
words. Fifty words of copy can be ’ psychological time — when you are favored with their 
too long; 300, too short. : close attention and interest. 
As the Associated Business Publica- 

tions (sponsers of the “tell-all” con Largest Paid 
cept) point out: “.... each advertise i a 
ment should contain a valid and ade Baking Industry Vo increase in advertising rates! For more facts 


quate objective, and the copy should 16,501 ABC and copy of the Market Study, mail coupon below. 


tell all that the business paper reader 


Because it is a report on your own customers—a basis on 
which you can formulate your selling program for 1950. 


needs to know in order that the adver 
tiser may attain his objective.” 

My observation is that most busi- 
ness paper advertisers err on the side 
of brevity. Therefore. | choose to use 
the term “tell-all” to indicate that type 
of ad which furnishes a considerable BAKERS’ HELPER, The Baking industry Magazine 
amount of argument, explanation and Room 1723-105 West Adems St., Chicege 3, ill. 


proof about the original offer of gain. Send me copy of |8th Annual Baking Industry Market 
Study os soon o¢ available. No obligotion, of course 

Obviously, my use of the “tell-all” 
term does not intend to suggest that meee 
any one advertisement must carry the 


entire sales story, leaving nothing for COMPANY 


subsequent ads, the direct mail, or 


(Continued on Page 138) 
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STREET city 





COVERS steel and metal 
industries 


STRONG EDITORIALLY 


enjoys ADVERTISERS’ 
CONFIDENCE 


ECONOMICAL—low rates 


READERS pay more to read 
A.M.M. than any other 
metal working publication 


Write For Trade Breokdows 
And Reader Survey 


AMERICAN 
METAL © 
MARKET “Siero” 


18 Cliff Street New York 7, N. Y. 














Are You Interested 
in Indiana? 


Want to sell, ship. travel o buy in 
Indiana? Here's the 300-page book that 
telle who where how Gives all the 
facts about 700 coties and towns, 10,000 
business Semis, with size, personnel, et 
Lists banks, utilities, institutions, rail, air 
and highway routes, freyght terminals, ct 
It's the most complete book of its kind 
about this of any other state. Everyone 
doing business in Indiana needs thes book 
Every shipper end trucker should have a 
opy. Every saleeman should carry it in 
his car of brief case. Book contains 100,000 
Inchana. all uncesed for casy 
* the 1950. Tth Edition 


facts about 


wees. To avoid bookkeeping 
heck for $10.00 with order. If not 
what you expected. money cheerfully re 
turned 
INDIANA STATE 
CHAMBER OF COMMERCE 
BOARD OF TRADE BUILDING 
INDIANAPOLIS, INDIANA 














Jan. 16-19. Plant Maintenance Show, 
Auditorium, Cleveland, O. 

Jan. 17-19. Northwestern Lumber- 
men’s Association, Auditorium, Min- 
neapolis, Minn. 

Jan. 22-25. Concrete Industries Ex- 
position, Public Auditorium, Cleveland. 

Jan. 23-27. International Heating & 
Ventilating Exposition, State Fair Park, 
Dallas, Texas. 

Jan. 23-27. National Sand & Gravel 
Association, Stevens Hotel, Chicago. 

Jan. 30-Feb. 1. National Crushed 
Stone Association, Stevens Hotel, Chi- 
cago, Ill 

Jan. 25-27. Southwestern Lumber- 
men’s Association, Municipal Auditor- 
ium, Kansas City, Mo. 

Feb. 6-10. Automotive Accessories 
Manufacturers, Grand Central Palace, 
New York, N. Y. 

Feb. 19-23. National Association of 
Home Builders, Congress and Stevens 
Hotels, Chicago. 

March 6-9. 1950 Radio Engineering 
Show, Grand Central Palace, New 
York. 

March 15-17. Midwest Hotel Show, 
Stevens Hotel, Chicago. 

Mar. 28-31. National Plastics Exposi- 
tion, Navy Pier, Chicago. 

April 47. National Association of 
Corrosion Engineers Conference and 
Exhibition, St. Louis, Mo. 

April 5-7. Midwest Power Conference, 
Sherman Hotel, Chicago. 

April 10-14. American Society of 
Tool Engineers, Industrial Exposition, 
Convention Hall and Commercial Mu- 
seum, Philadelphia. 

Apr. 17-22. National Oil Heat Expo- 
sition, Convention Hall, Philadelphia. 

May 812. American Textile Ma- 
chinery Exhibition, and Associated In- 
dustries, Atlantic City. 

May 8-12. Convention and Exhibition 
of the American Foundrymen’s Society. 
Public Auditorium, Cleveland. 

Week of May 22. National Marine Ex 
position, New York City. 

May 29-June 9. Canadian Internation- 
al Trade Fair, National Exhibition Park, 
Toronto 

June (date not set). American Society 
for Testing Materials, Atlantic City, NJ. 

June (date not set). American So- 
ciety of Industrial Appraisers, Dallas, 
Tex. 

June 5-9. Confectionery Industries 
Exposition, Grand Central Palace, New 
York, N. Y 

June 12-14. International Convention 
and “Inform-a-Show,” National Associa- 
tion of Purchasing Agents, Cleveland, 
Ohio 

June 12-16. National Oil and Gas 
Power Division Conference and Exhibit, 
Lord Baltimore Hotel, Baltimore. 

August (date not set). Western Pack- 
aging Exposition & Conference, Civic 
Auditorium, San Francisco. 


Aug. 14-18. National Power Show of 
National Association of Power Engi- 
neers, St. Louis, Mo. 

Aug. 28-31. Metal Mining Convention 
and Exposition, Fairgrounds, Salt Lake 
City, Utah. 

Sept. (date not set). Biological 
Photographic Association, American 
Medical Museum, Chicago. 

Sept. 5-9. National Chemical Expo- 
sition, Coliseum, Chicago. 

Sept. 11-23. National Graphic Arts 
Exposition, International Amphitheatre, 
Chicago. 

Sept. 18-20. Track Supply Associa- 
tion, Coliseum, Chicago. 

Sept. 18-21. National Builders Hard- 
ware Exposition, St. Louis, Mo. 

Sept. 18-22. Fifth National Instru- 
ment Conference & Exhibit, Memorial 
Auditorium, Buffalo. 

Sept. 24-27. Advertising Specialty 
Fair, Advertising Specialty National As- 
sociation, Palmer House, Chicago. 

Sept. 26-29. Industrial Packaging & 
Materials Handling Exposition, Phil- 
adel phia. 

Sept 29-Oct. 8. National Television & 
Electrical Living Show, Coliseum, Chi- 
cago. 

Sept. 26-29. Iron & Steel Exposition. 
Public Auditorium, Cleveland. 

Oct. 3-6. National Brewing Industries 
Exposition, Convention Hall, Phila- 
del phia. 

Oct. 3-5. National Lubricating Grease 
Institute, 17th Annual Meeting, Roose- 
velt Hotel, New Orleans, La. 

Oct. 46. Direct Mail Advertising As- 
sociation, Hotel Roosevelt, New York. 

Oct. 7-9. American Institute of Laun- 
dering Exposition, Boston, Mass. 

Oct. 7-14. International Dairy Show, 
Indiana State Fairgrounds, Indianapolis. 

Oct. 811. National Institute of 
Governmental Purchasing Sth Annual 
Conference & Products Exhibit, Mil- 
waukee, Wis. 

Oct. 16-19. National Exhibit of Build- 
ing & Maintenance of National Associa- 
tion of Housing Officials, Statler Hotel, 
Detroit. 

Oct. 16-20. 38th National Safety Con- 
gress & Exposition, Chicago. 

Oct. 23-27. 1950 Convention of 
National Metal Congress & Exposition, 
Chicago. 

Oct. 31-Nov. 2. Annual Meeting 
American Society of Agronomy, Cin- 
cinnati 

Nov. 6-10. 35th Annual National 
Hotel Exposition, Grand Central Palace, 
New York. 

1951 

Mar. 19-23. Western Metal Congress 

and Exposition, Oakland, Calif. 
1952 

May (tentative). International Pe 

troleum Exposition, Tulsa. 
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"FOUR COPIES OF HOSPITAL MANAGEMENT 
SERVE OUR EIGHT DEPARTMENTS WELL” 


eget re a 


| 


RANT powcr®: ef CHICAGO 


, ORANT PLACE, ¢ CHICAGO 14, TE 


hoepital Managesert 
100 5. Gate 5 

pee Til inete 
ent ome 
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Sesrtmes sl, MeSSarn' te tn sae 
. 
ditian te ayee.*, - - 
~ tee ere circulate? these Gepertase 
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Sursina Pre rmecy 
i-tay 
Fouser een! ™« 
me intenan® 


t ate ™ 
In this way ve Horr all ¢epartacst*® “ 
sew tdese ont ne predue’ ove 


Sincerely. 
of ets 


hansen 
Aéuiniotretor 


A $1,360,000 establishment. 
236 beds. 45 bossinets. 


<= ¥ 3 


H. S. HANSEN 


Administrator 


GRANT HOSPITAL 


Chicago 


HERE’S HOW You Can REALLY Reach the 
Buying Influences in Hospitals 


Some publications hit the surface like a flash 
flood; others, like a steady rain, penetrate, soak 
in, and prepare the way for the harvest. HOS- 
PITAL MANAGEMENT is one of those media 
that “soak in.” It gets down below the surface, 
helps the seeds of new business to sprout. It 
reaches those buying influences which have a 
powerful voice in selecting products and services, 
even though they may never hear the voice of 
4 salesman. 

HOSPITAL MANAGEMENT penetrates be- 
cause it is editorially departmentalized to parallel 
the departmentalization of the hospitals them- 
selves — giving the administrator an up-to-the- 
minute overall view, and providing detailed in- 
formation on procedures and products of direct 
interest to those department heads who initiate 
purchases. 


The result —as proved by the latest reader 


penetration study — is that 88.569 of hospital 
administrators regularly route HOSPITAL 
MANAGEMENT to their department heads. 
When you consider this deep and effective pene- 
tration in the light of our leadership in ABC 
hospital circulation, it is clear why those who 
know the market best consider HOSPITAL 
MANAGEMENT a must buy in the field. 


Htasyilal 
Man fennemt 


100 E. OHIO STREET . CHICAGO 11 


Largest net paid ABC hospital circule 
tion. Send for your copy of the latest 
reader pesetration study; i is interesting 


and valuable. 
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Its cireulation ie HAND 

PICKED. More than 95% 

of our audited circulation 
reaches top management. 


har, WOOD PRODUCTS is 
Sa the voice of the industry 

the NEWSpaper and 
spokeeman, editorially, and the 
forum for ite readers, 


> Approved by the experts 
“ Over 93% of the space in 
WOOD PRODUCTS is 

placed through agencies 


Nureerous advertivers ran their 


schedules year after year! 


if it's WOOD, you could—with 
WOOD PRODUCTS! 


Send for imposing 
list of Subecribers 
ANDADVERTISERS 


\ 


431 S. DEARBORN, CHICAGO 5 


PRODUCTS 











Now in Preparation— 


EDITION 


5,000 CCA 


Save Catalog Sxpense 


List your products in this 


Handbook of year-round use— 
year-‘round value. 


1. It's a REFERENCE MANUAL 
2. it's a BUYERS GUIDE 
3. It’s a DIRECTORY of the INDUSTRY 


22 Specific 


Sections—a section or 


sections for the products you moke 


Reserve space now 


Write for folder 
and rotes 


PIT AND QUARRY HANDBOOK 


i.) oe CHICAGO * Lt 


How to Advertise 


(Continued from Page 135) 


the salesmen. “Tell-all” simply means: 
enough information to help carry the 
reader toward a certain objective 
which may call for more than can be 
told in a few words. 

For each type of product (and, ir 
deed, for each advertising problem) 
is a different limit upon the 
amount of information you can ex- 


there 


pect the reader to take in a single ad. 
Perhaps a single statement will accom- 
plish all that the ad is supposed to ac- 
complish; on the other hand, the ad- 
vertising problem may be such that it 
is necessary to give the reader more 
types of information. 

This does not mean you are ever 
licensed to go on and on, bringing up 
matters of decreasing importance just 
because you feel you have your reader 
in a trap; the measure of the amount 
he will take is purely qualitative, not 
quantitative. 

One word of caution: don’t try to 
say too many things with not enough 
words. Copy that punches out sales 
points with trip-hammer rapidity is 
tiring: it is better to use more words, 
to make the points in more leisurely 
fashion, allowing each point time to 
sink in, and to change pace in style 
new and then to avoid monotony. 

Billboard—brief 
graphing” the main point for the quick 


cay 
message tele 


reader 
Worse 
little information is giving him too 
much 
If the 
can be expressed in 10 words, by all 


than giving the reader too 


essence of your sales story 
means present the 10 words as read 
ably as possible in the ad space and 
retire until next time. 

Perhaps the nature of your product 
or sales problem is such that little 
explanation is needed or repetition 
needed more than explanation—or, 
at the 
tion is needed than can be accommo 
dated within the practical limits of 
publication advertising. In such cases, 
the brief “billboard” message suffices, 
with no excess wordage to detract. 


other extreme, more explana- 


Quiz—the sales message in the form 
of questions and answers. 

This is a painless method of getting 
information into the reader’s head. 
I favor it not for the popular reason 
that the quiz is apt to be more fun, but 
for the reason that, by its very nature, 


it obliges the copywriter to put some 
order into his copy. 

Most copy answers queslions that 
the reader supposedly could ask, but 
the answers without questions being 
stated are too often too disjointed and 
indistinct. The quiz ad requires the 
copywriter to think out what ques- 
tions the reader would ask before writ- 
ing the answers. His answers, there- 
fore, are in proper order and clear-cut 
in definition. 

And what the quiz ad does for the 
writer, it also does for the reader. The 
information he acquires is neatly ar- 
ranged as it goes into his head. 

Strip-—balloons or captions with the 
illustrations. 

Writing copy for continuity strips 
is an art in itself. It's so seldom, 
though, that business paper adver- 
tisers make use of this technique that 
I will confine myself to just a couple 
of remarks. 

Continuity strips are not as “sure- 
fire” as you think, even in 
newspaper advertising. They seem 
best suited to a message for which 


might 


sustained readership is more impor- 
tant than high “observation.” So 

1. Create an interesting plot. 

Avoid a series of disconnected 
product plugs. 

3. Open up with some action. 

4. Keep balloon copy short. 

5. Put in the “commercial” 
the final panel. 

Editorial—the message presented 
in the copy style of a newspaper, mag- 
azine or textbook. 

This technique needs no discussion, 
except to point out that the fellow who 
knows most about attracting reader- 
ship to the publication and whose tech- 
nique you would do well to study is 


before 


the editor. 

He knows what his market—which 
is also yours—wants to know about, 
and his headlines, leads and copy are 
that desire for 


editorial read- 


carefully aimed at 
knowledge. Invariably. 
ership exceeds advertising readership 

. because the editor is tailoring his 
product to suit the reading character- 
istics of the market. 

Service—technical, news or “how 
to” information, free from so-called 
“sales talk.” 

It has been a curious fact, 
that advertising people call “non-sell- 
ing” copy informative copy, as if sell- 


to me, 


ing copy were not informative. 
This paradox perhaps had its be- 


ginning during the war when so many 
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firms, unable to sell their normal 

lines, devoted their ads to copy telling 

readers how to conserve materials, 

how to increase production, how to 

maintain machinery, etc.—-purely “al- 

truistic” advertising. Because there 

was no selling of goods, the copy was 

called “informative” (jpst as copy 

selling the company is called “institu- 

tional,” rather than “selling,” as if its 

purpose were not, ultimately, to sell), 

and the term remains as representing 

the type of copy that does not directly 

urge the purchase of specific goods. 

I prefer the term “service” copy. 
The funny thing is that the firms 

which did this type of advertising dur- 

ing the war, found that service copy 

is, indeed, excellent selling copy. 

Nevertheless, most advertisers of con- 

sumer goods gave up that practice 

upon the return of competitive selling 

and many of them resumed the “my Where there's perfect balance you find a high degree of perform- 

product is best” style of copy. ance coupled with efficiency, economy and durability. 
DRILLING maintains a more perfect balance through con- 

trolled circulation in a vertical field . . . balance where readers are 

. : buvers . . . balance between market and coverage. Impartial 

advertising, at least in part, to non- Niles survey shows that DRILLING is regularly read by 99.1% 

selling “service” copy. They give their of its circulation . . . and with rare exception every reader is 

readers market news, report on tech a buyer or influences buying. It also shows that DRILLING, in 

the fabulous billion dollar oil well drilling industry, is the pre- 

gestions on operation maintenance et - ne ae - ee ree “7 
Sometimes, they slyly insert a plug The presentation of your product or service 

for the product; other times, they let to the drilling market is more effective be- 

the reader draw his own conclusions. tween the covers of DRILLING Magazine. 
Catalog—specification data, with- Write today for our N.1L.A.A. market and me 

dia file, our C.A.A. Audit showing job classi- 
out or with minimum of “sales talk.” fication of every person on our circulation. 


But a number of firms selling to 
industry have continued to devote their 


nical developments in the field, sug- 


Theoretically, the catalog is a buy- 


ing tool, not a selling tool. Theoreti- Publication offices: 
cally, catalog information belongs in 


{1418 Pacific Avenue 
‘ Dallas 1, Texas 


a catalog. Theoretically, the purpose 
of advertising is to create enough in- 


send for the catalog. 


The theory is sound, too. Desire 


terest to get the prospect to refer to or ECA] 
Hoester 


must be created ahead of selection of Les 

model, size, etc. No reader is going to 1° +; = anne Wackingtoe ot iss MS 
wade through a mass of specification 

data if he has not first been given a 





good reason for taking the trouble. 


But there are exceptions, and one is FOR DETAILED INFORMATION ON 


the quite sizeable amount of advertis- 
r of chemicals, dyes and the like 

abhi den ter iments Sloe 84 INDUSTRIAL and TRADE MARKETS... 

of specifications. Advertisers of such 


products are advised to do some “in- SEE YOUR NEW 


stitutional” advertising in addition; 


but their catalog ads are not out of 
order. 1950 MARKET DATA NUMBER, 


Opinion—the essay, expressing the 


advertiser's personal viewpoint on INDUSTRIAL MARKETING 


some topic. 








There are so few subjects (outside 
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of wartime) on which a preponderance 
of readers can be depended upon to 
agree with one given viewpoint, that 
the “opinion” type ad is a dangerous 
undertaking. 

Besides, the average reader tends to 
resent anyone who thinks so highly 
of his opinion that he has the gall to 
publish it. — 

The above categories do not, of 
course, exhaust the variety of copy 
techniques. | might have included, for 
example, humor and poetry, but, 
again, such techniques are treacher- 
ous in all except the hands of the 
specialist—and even then their value 
is questionable. Funny copy or rhyme- 
ing copy is no more than a stunt, 
and stunts usually fall flat. 

[To Be Continvep] 


Architects’ Credit 


(Continued from Page 54) 


YOURS FREE! 


Cuts 
le ; g Short 
| # Cost-Savin 
this Book ° 


TELLS YOU HOW TO 
PREPARE ART AND COPY 
FOR OFFSET PRINTING 


How to scale pictures quickly for 
offset reproduction? How to sepa- 
rate for color the simpliest way? 
How to use copy sheets for speedy 
layout and arrangement? This help- 
ful book gives you many hints that 
will save you time and money—it's 
a book we've built for you out of 
our many years of experience. 


adverse comments from architects. 
While this may be inconsistent with 
the professed unwillingness of archi- 
tects to use or solicit advertising, we 
appreciate the fact that they are hu- 
man and can profit from publicity 
which falls within the allowable area 
as established by the Institute.” 

— 4 public relations and publicity 


CONCRETE’s total contractor cir- 


Bedtime Quiz 
F culation accounts for better than 80%, of all 


or 
the concrete placed annually. 


Advertising Men: = 
9 “A big architectural firm is a busi 

CONCRETE $ toto! concrete prod- ness,” he said. “Of course its members 

ucts producer circulation accounts for better 

than 90% of all the pre-cest concrete 

products produced annually. 


RAPID COPY SERVICE, INC. 


23 N WACKER ORIVE CHICAGO 6 


Phone: STate 2-5977 











man who specializes largely in the 
building field took an even more de 
cided position in discussing the sub- 





a. De you sleep IN a bed or On a 


bed? are professional men gvided bv the 


code of ethics established bv the In 


. ¥© . 
stitute. But many of them employ pub- 


Q. Are you awake to the $331,- 
100,000 sleep market? 


A 
A. i yow are 


tentials of a field thal concerns 


you reolize the po 


EVERYBODY. BEDDING is the 
only trode magazine of the sleep 
equipment industry lt reaches 
practically all the manufacturers 
producing 90% of its entire 
volume 


you are set familier 
with the hege sheep 
mortet, send fer dete 
thet will awoken you 
to its possibilities 








Merchandise Mart, Chicago 54 
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J 
CONCRETE y total circulation to 


ready mixed concrete producers accounts 
for better than 90% of the totdl annual pro- 


duction of ready mized concrete 
© 


The FUNCTION of construction 
equipment is the hey te the SPECIFIC 
MARKET in which If con be sold. 


The matching of a 
SPECIFIC MARKET 
with a SPECIFIC EDI 
TORIAL POLICY re. 
sults in @ medium thot 
provides manufacturers 
the most effective, eco- 
nomical and direct ap- 
proach to their ectuel 
customers and pros- 
pects 

Ask for more specific 
merke?t information 
ond recent copies o° 
CONCRETE. 


LISHING CORP 


licity firms for the purpose of seeing 
that their buildings get proper recog- 
nition, and they consider promotion 
within limits as an important part of 
their expansion programs. 

“Manufacturers who want to have 
and hold the good-will of the archi- 
tects should cater to their desire for 
legitimate publicity, and I see no 
reason at all for not giving them the 
credits they are entitled to in pub- 
licizing their work 

“As the Hart. Schaffner & Marx 
ads say of their clothing § trade 
mark, ‘It’s a small thing to look for. 
a big thing to find.” That’s the way 
my architect clients look on advertis 
ing credits. From the standpoint of 
the manufacturer. it’s a small thing 
to do. but a big thing from the stand 
point of creating prestige for friendly 
architects and good-will for the pro- 
ducers of building materials.” 


INDUSTRIAL MARKETING, Januory, 1950 





Unit Cost Is Ad Budget 


(Continued from Page 46) 


bird, but if he were more common, it 
would quickly be abun lantly clear 
that what he is peddling is today’s 
biggest bargain. Ditto the agency, dit- 
to the ad manager. 

Another tiny, hidden fear that seems 
to be widely, almost universally preva- 
lent in industrial advertising is that 
little bit of doubt that money spent on 
advertising actually increases profits. 
We have listened so much to so many 
agency men and advertising managers 
who cover their laziness or lack of 
ingenuity by saying that industrial ad- 
vertising produc es only intangible and 
unmeasurable results, that we some- 
times wonder-—secretly, of course 
if there really is sales power in indus 
trial advertising. 

It becomes a vicious cycle—space 
salesmen, the agency, the ad manager 

all full of artificial enthusiasm fo 
advertising, but all telling each other 
that of course it’s impossible to prove 
actual results. 

Vuts. If advertising can do some 
thing, you ought to be able to see it 
There are many ways of turning up 
results—inquiries, direct sales, sales 
trends charted against competitive 
market trends, contests, « atalog dis 
tribution. attachment sales, market 
research to establish name recognition 
or brand preference, and many others. 

There is now ample literature to 
serve as a guide. In the last couple of 
years enough competent industrial ad- 
vertising men, with experience in 
marketing “different or difficult” 
products (you know. your product is 
always different and more difficult) 
have written and spoken on methods 
of tests, so that there are plenty of 
guideposts 

Only inertia or inexperience can 
now prevent proper performance an- 
alysis. Continued blindness to these 
modern methods and trends is inex- 
cusable. Remember the ram who went 
over the cliff because he didn’t see the 
ewe turn! 

You space salesmen should he help- 
ing advertising managers install re- 
sult-checkine programs. You have 
nothing to fear—vour publication is 
better than even vou think. Tf vou are 
in the agency business. don’t hide 
vour head in the send: encourage ef.- 
fectiveness tests. Even though your 
copy isn’t as good as it might be, it’s 
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“big things come in 
concentrated packages” 





Every column inch a business newspaper 
Every page packed with business news — up 
to-the minute, authentic, complete. That's the 
Daily Journal of Commerce; published in 
Portland, read by business men throughout 
the Pacific Northwest This concentrated 
daily business package is a wonderful spot 
for advertising to construction men, lumber 
men, business men, in an expanding market 
that knows no closed season for the purchase 
and sale of goods and services to basic indus 
tries Your schedule belongs in the Daily 
Journal of Commerce. Consult your advertis 
ing agency or write for sample copy and rate 


cara 


Daily Fexsnal-ofLommerce 





County field PUBLIC WORKS 


a Engineers 


KB, 0& SS 
» our 
important men ..- que BP, blic WW orks 


they buy and specify =? Supts. 
for cities and counties Consulting 
Engineers 


308 East 45th Street 
Wew York 17, i. ¥. 








THE Working Too/ OF THE MEN WHO 
Make INDUSTRIAL ADVERTISING 


“Of More Value Than Any 
Other One Publication” 


? 


Says 
A. T. WOLCOTT 


Manager, Advertising 
and Sales Promotion 


Chemical Department 
GENERAL ELECTRIC COMPANY 


“I believe that INDUSTRIAL MARKETING has 
proven of more value to all of us in this department 
than any other one publication. I endeavor to read each 
issue thoroughly — usually taking my copy home with 
me—and then returning it to the office for ready ref- 


” 
erence. 


A. T. WOLCOTT 


Mr. Wolcott has spent most of his business life 
with General Electric Company. He says: “I 
started to work with General Electric's ap 
pliance and merchandise department at 
Bridgeport upon graduation from the Uni 
versity of Nebraska in 1937. I spent four of 
the intervening years as a supply officer in 
the Naval Reserve, after which I joined Gen 
eral Electric's chemical department, in the 
advertising and sales promotion division, in 
Pittsfield. Although I am a native of Ne 


braska 


ideal combination of stimulating industrial 


I have found in the Berkshires the 


activity and beautiful surroundings 
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“Industrial Marketing ls An 
‘mportant Member of Our Staff" 


E 


. Says 
rae ROSCOE W. SEGAR 
ROSCOE W. SEGAR ADVERTISING 


“After more than 25 years as an advertising agency 
mainly serving industrial clients, we are in a good posi- 
tion to pay tribute to your publication and the splendid 
We feel that INDUS. 
TRIAL MARKETING is a most important member of 


our staff —supplying us with ideas, procedures, and 


informative material it offers. 


case histories from which we draw profitable inspira- 


tion and substance.” 


ROSCOE W. SEGAR 


Mr. Segar had his first experience with ad- 
vertising when he wrote some copy for an 
automobile distributor in 1911. “Strangely 
enough,’ he says, ‘the client survived, and 
so did I."" Mr. Segar entered the agency busi- 
ness in Rockford, and operated there for 
eighteen years, also opening a branch office 
in Portland, Oregon. Some years ago he de 
cided to make Portland his home, so he closed 
out the Rockford office. ‘“‘Our hardest job 
in all the years,’ comments Mr. Segar. has 
been to stay small; we try to provide a highly 


personalized service to industrial advertisers. "’ 
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“The Only Book Whose Every 
issue | Check Carefully” 


ins 
W. H. KIGHT 


President 


KIGHT ADVERTISING, INCORPORATED 


“To stay on the beam, I want to know what is being 
done in industrial advertising and marketing, why it is 
being done, how the job is being handled, and what is 
being accomplished. I am not too much interested in 
news items; INDUSTRIAL MARKETING keeps me 
educated without wasted time. It is the only book whose 


every issue I check carefully.” 


W. H. KIGHT 


Here are a few highlights about myself, 
says Mr. Kight: “I was at one time a reporter 
INS Fuller © 


Smith & Ross, Cleveland office, on various 


for the trouble-shooter at 
accounts, mainly Westinghouse; copywriter 
at the F. Wallis Armstrong agency, Philadel 
on Philco Ra 


dio; copywriter at Miller Rubber Company, 


phia (now out of business), 
Akron (now owned by Goodrich); adver 
tising manager of Pennsylvania Rubber 
Company; sales promotion manager of Penn 
Heat Control; and now in the agency busi 


ness in Columbus.” 


“Worthwhile, Down-to-Earth, 
Must Reading with Me” 


h, A y 


ROBERT B. HITCHCOCK 


Supervisor of Advertising 
Aircraft-Automotive Division 


SURFACE COMBUSTION CORPORATION 


“T’ve been a subscriber to INDUSTRIAL MARKET. 
ING for twelve years, and before that I read my fa- 
ther’s copies. I've always found that for worthwhile, 
down-to-earth, meaty reading of definite practical util- 
ity, not only is INDUSTRIAL MARKETING a must 
with me, but in my own opinion is a true adman’s ‘bible’. 
Many are the helps I’ve obtained from it in solving ad- 


vertising problems.” 
ROBERT B. HITCHCOCK 


It seems to me that I've practically been in 
the advertising business since I learned to 
walk,” says Mr. Hitchcock, “‘because I started 
absorbing it from my father’s discussions; he 
is now entering his thirty-seventh year in the 
profession."’ Mr. Hitchcock started out as 
space-buyer for The Buchen Company, then 
served as advertising and sales promotion 
manager for several business papers. During 


He has been with 


Surface Combustion Corporation since 1944 


the war he flew B-25's. 


and has served in his present capacity since 
early in 1948. 


BASIC BUSINESS PAPER FOR BUSINESS PAPER ADVERTISERS 


INDUSTRIAL MARKETING 


@ @ 100 E. OHIO ST., CHICAGO 11, ILL. 
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DAMN YANKEE 
LOOKS AT ANYTHING 
NEW FROM EVERY ANGLE 


OUR New Englender is o wondertul 

creation, but he's stubborn, porticu- 
larly when preporing to buy anything. He 
insists upon knowing all about it before 
shelling out hard cash. He reads catalogs 
and direct mait—but he's most impressed 
by experienced reports of his regional 
competitors. He reads all about this in 
NEW ENGLAND CONSTRUCTION 


New England 
CONSTRUCTION 


755 Boylston St. 
Boston, Mass. 








in the 
Brewing Industry 
nearly 
Everybody Reads 


The fastest growing 
publication with 
largest ABC circulation 


THE BREWERS DIGEST 


CHICAGO 6—747 © JACKSON BLVD 


wew YORK 17—S0) FIFTH AYE. (RM. 604) 


getting more results than you be- 
lieved. 

If you're an advertising manager, 
your very title fixes on you the re- 
sponsibility for making such checks 
habitually. You are not employed to 
cover up for yourself or someone else. 
You are employed to help run the 
business at a maximum profit. But 
you haven't as much to worry about 
as you might believe; if you've never 
really checked results you'll be re- 
lieved to learn that you're doing a 
better job along these lines than you 
honestly felt, deep down inside. 


Need to Overcome Fear 


I make these statements as all-in- 
clusive, first because I know that even 
the weakest in each category are doing 
some good, and second, because the 
big majority of industrial space to- 
day is placed in useful, well-edited 
books by quite soundly grounded 
agencies as a part of advertising pro- 
grams reasonably well conceived. In 
all directions there is great room for 
improvement, but if you will go back 
only as far as 10 years ago and study 
the output of 1940 against today, as I 
have done, you will see what tremen 
dous strides have been made in re 
cent years. 

Don’t you think it’s about time we 
silly fears—fear of 
management, fear of being a part of 
management, fear of not being con 


overcame these 


sidered a part of management, and 
that tiny, cloying fear that maybe the 
prescriptions we are handing out are 
just colored sugar water without 
medicinal properties? 

\ couple of months ago Advertis- 

« Age printed on its first page a 
story quoting Al Rockwell, the presi- 
dent of 


strong statements having to do with 


our company, in some very 


the power of advertising. He told how, 
us sales went down. our advertising 
expenditures went up, and our earn 
ings followed right along. Since that 
time, T have been asked to speak at 
: dozen or so places on how I sold 
my management on such an outlook 
Mher people have told me how lucky 
I am to have such a forward-looking 
management 

To that charge. Tl gladly 
guilty. T think our management is pro- 
but I don’t think they are 
I helieve that 

managements will 
if they have it—for 


plead 


gressive 
necessarily untypical 
most 


company 


sf nd money 


anything that can be shown to be pro- 
ductive of more profits, from which 
such fundamental blessings as wages 
and dividends must come. 

I can’t go around making speeches 
on how I sold my management, how- 
ever, because I just plain didn’t. Our 
advertising program is built on many 
discussions throughout the year in- 
volving advertising, sales and execu- 
tive departments. Our budgets are 
prepared annually, but are discussed 
and restudied constantly, and revised 
occasionally, as changing market 
conditions indicate. 

When we present a budget, no ex- 
pensive presentation is necessary, nor 
is there any big one-shot selling pro- 
gram. Our budget-approving execu- 
tives have been consulted at every 
stage, and in the broad particulars 
these men are as familiar with the 
program as is the advertising depart- 
ment. 

Al Rockwell also said that our ad- 
vertising expenditures are based on 
the job to be done rather than on an 
arbitrary per cent of sales. There is 
a rapidly growing group of other 
business leaders also adopting that 
view. 

When you are faced with the per 
cent of sales problem, you should look 
into the recent statements of Harold 
Stanley Morgan, Chicago corporation 
financial Rowland Col 
lins, dean of the School of Business, 
Graduate School of Business, and 
School of Commerce of New York 
University: and Bud and Hal Kroeger, 
operators of the highly-regarded man- 
firm of A.&H. 


Kroeger, to which many of America’s 


analyst: G. 


agement consulting 


leading industrialists belong. 
There was ever 
growing trend in a recent Kiplinger 
letter. 

Speaking broadly, industrial adver- 
tising has never been in such a fa 


now 
a reference to this 


vorable position as it is today. Its 
acceptance in principle is general. 
Dean Collins is publicly contending 
that it is legal and proper and within 
the requirements of Section 102 of 
the Revenue Laws to set up reserves 
for future advertising expenditures, 
so that it will be possible to save from 
good years to extend promotion in 
poor vears 

This effect. he 
points out, of ending the foolish prac 


would have the 


tice of expanding and contracting the 


advertising appropriation in perfect 


harmony with the business cvele. 
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thereby actually accentuating the 
severity of boom and bust. It would 
also have the effect of further de- 
veloping the understanding that ad- 
vertising is something to be invested 
in, rather than spent for. 

Our business of industrial advertis- 
ing is growing up. We must reach ma- 
turity with it. It is therefore unbe- 
coming at our age and degree of edu- 
cation to continue to be afraid of the 
dark. 

We came out of the war period 
with industrial advertising at an all 
time high. We know now, that indus- 
trial advertising expenditures are 
going to level off at a peace-time level 
far above pre-war. The business is 
sound; it is now completely up to us, 
each of us, what we make of it. 


Better Annual Reports 
(Continued from Page 39) 


sales promotion literature, a forceful 
advertising medium, a showcase for 
your products and services. 

It can be, that is, if you put the 
right things in it. Now, let’s see what 
those things are. 

During the nine years Weston Smith 
and Financial World have been con- 
ducting the surveys of annual reports, 
the number of reports submitted has 
increased from several hundred the 
first year to more than 4,000 in the 
1949 competition 

Of the 1949 entries, 1,126 reports 
achieved merit awards and thus quali 
fied for the final judging of oscar of 
industry awards in 190 industrial 
classifications. And each of these 
1,126 filled all or a major portion of 
Mr. Smith’s requirements of a mod 
ernized annual report: 

1. Cover Design. A dramatic photo- 
graph or other illustration appro- 
priate to the corporation or industry 
represented—one that will attract at- 
tention or arouse curiosity to look in- 
side the annual report. 

2. Highlights page 


sential operating and financial sta- 


A panel of es 


tistics presented in comparison with 
those of the previous vear to show the 
Many 


he shown on a “per share” or 


immediate trend figures can 
“per 
emplove” basis. 


3. Table of contents A listing by 
page numbers of all editorial and fi 


nancial matter. as well as significant * 


charts. maps, tabulations and other 


switch from this 


LEON 


fa CCS 


4 easy steps 


No skill required to 
produce beautiful 


PUNCHING: Insert 
poper...push down 
hendle. 


OPEN BINDING: 
Operation opens rings 
mechanically. 


N 


INSERT: Slip covers 
end sheets onto open 
rings. 


CLOSE: Release handle 


4 and remove finished job. Hi 





do beautiful GBC" PLASTIC. BINDING 
RIGHT IN YOUR OWN OFFICE OR PLANT 


Here is the brand-new, low cost equipment that makes it 
possible for you to quickly bind loose sheets of all kinds 
and sizes into practical and handsome plastic-bound 
books...right in your own office or plant. GBC plastic 
binding equipment is simple to use. Plastic bindings add 
colorful eye appeal to bound pieces...personalize your 
presentations and folders. Books open flat for easier 
reading. GBC bindings make cost, research and produc- 
tion reports more effective. Gives sales punch to your 
catalogs and advertising literature. You'll save up to 
50% over old-fashioned, fastener-type covers. GBC plastic 
bindings are available in 5 striking colors to dress up 
any bound piece. Send coupon below for amazing offer! 


U.S. and Foreign Patents have been applied for on GBC Binders and on GBC Binding Equip nent 


wore s tancest MECHANICAL Binulnes 


WEST BELMONT AVENUE CHICAGO 14 tehemors 


soe 
Send coupon for details on Special Offer 
GENERAL BINDING CORPORATION 

308 W. Belmont Ave., Chicago 14, Il. 


Gentlemen: Send me at once your new free Bulletin 
No. 1300 describing this new GBC equipment and 
giving all detoils, pictures, amazing low prices 


Compeny 





Address 








THIS 


torial services, 





LOOK FOR 


When you see it in the advertisements of business publications—ia their 
promotion copy in folders, on blotters, in circulars—you are being reminded 
thet the publicetion has filed its complete reference data in The Market 
Data Book Number. It means you can find facts on the publication's edi- 
circulation, 
information, adjacent to complete data on the market it serves. 


Maret Data 
Book NumeBer 


EMBLEM 


influence, market studies, and similer 
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@ Read by more coal mer- 
chants — more coal sales 
executives in the coal in- 
dustry than any other coal 
publication. 
cmIcaco 
Menhetian Bidg. 


NEW YORE 
Whitehe!! Bidg. 


Vor ever 60 years the leading 
journal of the coal industry 








BUSINESS ANALYST 


Leading manutacturer has a position 
open for o stotisticion in meorket re- 
search. Applicants must heave ad- 
vance training or experience in statis 
hes, economics and market research 
Reply giving education and experi 
ence in detail ond salary desired to 
Box |.M.M. No, 3. F. B. Johnston, 117 
Liberty Street, New York 6, N. Y 











covered trom canst to caast 
Starven, facts and | gues for advertues 
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and edt 
Write for booklet 
SCs movo-sapomnine SEY 
38 PARK Pace WEWARE 2," 


SPEED DELIVERIES 
INCREASE SALES 


or 
oa oP “”* 


The better labels 
thet cost less 
@ sparkling colors on hard, 
snow-white stock 
@ sharp. perfect lettering 
@ extra-strong adhesive 
You get all these quolity features at 
low cost with FENT-ONAMEL, the only 
label of its kind made! Over 


130.000 satisfied users 
Write TODAY for samples & prices 


FENTON LABEL CO-} 


OErT 62. 506 RACE 


send prees end samples of shiperre abels 
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illustrations. An alphabetical index of 
editorial and statistical features should 
be added to annual reports running 24 
pages or more. 

4. Management. Clarification of the 
duties of each officer of the corpora- 
tion when not indicated by his title. 
Identification of each member of the 
board of directors who is not an ex- 
ecutive of the company. 

5. President's letter. A crisp and 
readable message, preferably one page 
in length, but not more than two pages, 
explaining and interpreting data of 
vital interest to investors, plus an ap- 
praisal (not a forecast) of prospects. 
\ photograph of the president is de- 
sireable. 

6. The narratives. The reviews of 
progress and developments of the past 
year, offered in paragraphs suitably 
sub-headed to indicate the contents 
of each Here, charts, 
photographs and other illustrations 


discussion. 


can be used to emphasize the editorial 
contents of each page. 

7. Income-outgo chart. A pie chart 
or other graphic device to shew at a 
glance the relative sources of revenue. 
and how the income dollar is distrib 
uted. 

8. Simplified financial statement. 
Balance sheets, income accounts and 
profit and loss statements provided in 
comparison with the figures of a year 
ago, but with captions and explana- 
tions written for easy understanding. 
Footnotes should be avoided whenever 
possible, but if necessary they can be 
printed in a typeface large enough to 
be easily readable. The independent 
auditor's statement should be given 
adequate display to call attention to 
its importance. 

9. Background statistical compari- 
sons. Operating and financial statis- 
tics for a period of at least 10 years, 
and more if available, to indicate the 
long-term trend, operations prior to 
World War Here is 


where ratios and percentages will as- 


Il, and since. 


sist in interpreting the record. A chart 
cannot be regarded as a substitute for 
actual figures—both should be pro- 
vided. 

10. Stockholder information. Tab- 
ulations, charts and maps to indicate 
the average size of holdings, geograph- 
ical distribution, and trend of holdings 
by sexes, groups, etc. It is no longer 
enough to know how many stockhold 
ers there are: data on who and where 
they are should also be given. 

Aside from the foregoing “essen- 


tials,” Mr. Smith has listed the prefer 


ences of small investors for photo- 
graphs and charts in reports (in order 
of their importance), as gathered in 
an opinion poil of active stockholders. 
Investors preferred photographs of 
(1) products and/or services, (2) 
buildings and plant facilities, (3) uses 
or users of products, (4) precesses of 
manufacturing, (5) president and of- 
ficers, (6) outstanding events of year, 
(7) board of directors and (8) em- 
ployes in action. 

In order of importance, the prefer- 
ence was for graphics of (1) earnings 
and dividends, (2) maps of plants, 
stores, agencies, etc., (3) trend of 
sales, net income, etc., (4) taxes paid 
to federal, states, etc., (5) distribution 
of income dollar, (6) organization 

chart of management, (7) geographi- 
cal distribution of stock and (8) work- 
ers’ wages and number employed. 

I have spent a lot of time looking at 
annual reports for some years and | 
used a couple of days going through 
the 1,126 reports Financial World had 
set aside in the latest survey. These 
merit award reports were gathered to- 
gether in a large room, and grouped 
by industries. And in nearly every 
one of them there was some outstand- 
ing thing that made me say “That is 
good— it ought to be in every report.” 

Well, it is obvious that you can’t in- 
clude everything or this financial 
statement would come out as thick as 
the Manhattan telephone book. But in 
addition to Mr. Smith’s “essentials” 
and those photos and graphics that 
the stockholders said they wanted, | 
think that a report might well include: 

Reproduction of a company adver- 
tisement. If you make just one line, 

If you 
have many products and divisions, 


show one of your best ads. 


arrange several ads on a page layout. 

Organization changes. General 
Electric Co., had a page devoted to 
listing new directors and officers, and 
notations about men who had retired, 
in chronological order. This keeps the 
reader up-to-date, tells him what hap- 
pened to a man he saw listed last year 
but whose name has disappeared from 
the roll of officers or directors. 

A chart showing the geographical 
distribution of stock is fine, and so 
are breakdowns of who the stock- 
But I'd like to go these 
one better and run some actual photo- 


holders are. 


graphs of typical share owners. Let's 
show the readers some of these wid- 
ows and retired farmers we like to 
talk about 
of one of the orphanages that owns 


Let’s also run a picture 
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stock. And you couldn't do better 
than have pictures of your employes 
who are owners of the company—the 
man at the bench, the woman at the 
typewriter, the fellow who sweeps 
out. That'll give the lie to any story 
about your company being owned by 
“the interests.” 

If you have a radio or television 
show, run a picture of the orchestra 
or the comedian or other talent. 

This piece wouldn't be complete 
without something about the mechan 
ical details of reports. Financial 
World reported that in the most recent 
survey it was found that more com- 
panies inc reased the number of pages 
than decreased them, but twice as 
many companies increased the trim 
sizes as decreased them. About 75% 
of the total of “modern” reports are 
8x 1044”. I believe it is most import- 
ant to settle on one size and stick to 
it year in and year out, and 8 x 1014” 
is easier to file than other sizes. 

The use of metallic inks was more 
widespread, the number almost dou- 
bling, the survey showed. The number 
of reports with varnished covers in- 
creased from 11 to 142, an: there was 
a good representation in the die-cut 
cover group. A bus company enclosed 
an illustrated folder of its tours in a 
poc ket inside the back cover of its 
report, a utilities firm featured a trans- 
lucent overlay for the map locating its 
properties, and a banking firm en- 
closed a genuine steel engraving with 
each report. You can see the cost can 
run up, if you have the money to 
spend ; however. some of the best re- 
ports, from every standpoint, are pro- 
duced on surprisingly modest budgets. 

Many companies knock themselves 
out on ways and means of producing 
better reports, so if you are faced with 
the problem of getting out a financial 
statement, there is plenty of help to 
be had. The larger advertising and 
public relations agencies usually have 
had considerable experience in this 
field, and because you are going to use 
your “modern” report as a general ad- 
vertising and public relations tool, 
these people can be of most service. 

In addition, many printing compan- 
ies have set up special departments to 
work on all phases of reports, and, of 
course, do the printing. You can also 
get help from stockholder relations 
consultants, who can advise on stock- 
holder relations. But remember, the 
modern report is really your yearbook, 
and no longer just a statement for 
shareholders. 


| The Super-Market In the Vid of America’s Industrial Future 


are the LIFEBLOOD 


of the Construction Industry! 


Contractors are almost wholly 
dependent on the publication of 
“BIDS WANTED" or news of 
construction projects so they can 
bid on the work. That is their 


source of business! 


The CONSTRUCTION NEWS 
Reports Major Bids, Reach- 
es Leading Contractors, 
Architects, etc. 


Each week CONSTRUCTION NEWS 
publishes bids wented, contracts 
awarded, major contempleted con- 
struction projects of all kinds. One of 
those issues is CONSTRUCTION 
NEWS MONTHLY which is more 
voluminous, containing illustrated 
news about jobs, etc., and publishing 
ADVERTISEMENTS. This issue is the 
“NEWSpaper" for contractors, en- 
gineers, architects, and public officials 
concerned with lecel construction. 
It Is their desk-compenion, wel- 
comed with eager readership. 


. He 77 major advertising agencies have placed 105 
Significantl advertising schedules in CONSTRUCTION NEWS 
MONTHLY. That's recognition and proof of pulling power of this great 
"localized" publication in this HUGE construction market. 


May we send you a copy of our journal and circulation data? 


ONSTRUCTION 
NEWS MONTHLY 


Reporting 
CONSTRUCTION ACTIVITIES 





For new information on 


84 INDUSTRIAL AND BUSINESS MARKETS 


and detailed media presentations of over 
200 PUBLICATIONS 

see your copy of the new 1950 edition, 
MARKET DATA NUMBER 
INDUSTRIAL MARKETING 
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$25 Million EXTRA 
in 1950... 
A newly FINANCED market for— 


Adding & Bootheeping mechines 
Addressing machines 

Air cleaning equipment 
Anchors — Auger bits 
Betteries, dry cell, storege 
Battery cherging equipment 
Ceble — Conduit — Crosserms 
Cable reel cerriers — Cords 
Drilts — First eid equipment 
Inseletors — Motor Trucks 
Poles — Pole line bhordwere 
Limemen's accessories 

Office furniture 

Operetor'’s cheirs 

Peper — Printed forms 
Protective equipment — Pins 
Seider — Soldering irons 
Switchboerds — Telephones 
Tepe — Trellers — Tools 
Truck bodies, Wire 

end hundreds of ether items used in telephone 
offices ond plants 


$25 Million is to be loaned to telephone 
componies at 2°% interest and on terms 
ranging vp to 35 years for use in extending 
and/or improving telephone service to rural 
areas (Rurol Telephone Act posed and 
made low with president's signature, October 
28, 1949.) $1 Billion expected to be loaned 
before rural market is completely served 


This entire morket can be reached 
throwgh the 1950 TELEPHONE 
COMPOSITE CATALOG & BSUYERS' 
DIRECTORY. 15th Edition. 


The only Telephone Buyers’ Directory anny 
ally sent to every telephone company in 
the Western Hemisphere. Circulotion of the 
1950 issue will also include all newly formed 
companies, co-ops, etc.. who will have made 
application for loans 

Products of all monvufacturers serving the 
telephone industry are listed without charge 
in the Buyers’ Directory. Write for listing 
form, complimentary copy of 1949 Directory 
and advertising rotes Forms close March 
1, publishing dete, May 15, 1950. 


TELEPHONE ENGINEER 
Publishing Corporation 
Phone ROgers Port 4-3040 
7720 Sheridan Reed — Chicago 24, IIincis 
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Index 


Air Conditioning & Refrigeration 
News 65 
*American Artisan 2 
American Machinist 22-23 
“American Metal Market 1% 
“American Society of Civil Engineers 107 
American Society of Mechanical 
Engineers 
American Type Pounders 
A.S5.M.E. Mechanical Catalo 
“Associated Construction Publications 


2 
Facing 97 
11 


Atlantic Fisherman 
Automotive Industries 


Bacon's Clipping Bureau 

Bakers’ Helper 135 
*Hedding 140 
Black Diamond 146 
*Breskin Publishing Corp 59, 127 
*rewers Digest, “ 144 
*Bullding Supply News 81 

Business Week Insert Between 64-65 

Butane Propane News 133 


Ceramic Industry 
Chemical Engineering Catalog 
Chemical Materials Catalog 
Chemical Processing Preview 
Chilton Publications 
"Civil Pngineerin 
Clark-Smith Publ. Co 108 
*Coal Age 2nd Cover 
Conerete 140 
Conercte Publishing Corp 146 
*“Conover-Mast Corp 
74, 94-85, 129, 4th Cover 
*Conover-Mast Purchasing 
Directory 
*Construction Bulletin 
*Construction Digest 
Construction Equipment and 
Materials 
Construction Methods 
*Construction News Monthly 
*Constructionecer 
*Cosgrove Publishing Co 


*Dairy Industries Catalog 

*Dixie Contractor, The 

*Dodge Corp rsW 

*Domestic Engi ring 

*Domestic Engineering Catalog 
Directory 

Drilling 


*Flectrical Catalogs 
*Electrical Engineering 
Flectrical Manufacturing 
*Flectrical Wortd 
Engineering News-Record 


*Factory Management & Maintenance 
Fenton Label Co 

Fleet Owner 

*Food Industries Catalogs 

Food Processing Preview 

*Foundry The 

*Frity Publications, Ine 


Gage Publishing Co., The 
Gardner Displays 
General Binding Corp 
Gray, Im Russell T 


cating & Plumbing Faouipment News 
eating. Piping & Air Conditioning 
cinn Company, The 

Hitcheock Publishing Co 

“Hospital Management 


*lee Cream Review 
‘Implement & Tractor 
Indiana State Chamber of 

Commerce 
*Incustrial Distribution 
‘Industrial Equipment News 
‘Industrial Maintenance 
‘Industrial Marketing 142 
‘Industrial Press, The 76-77 } 
‘Industrial Publications, Ine 19, 81 
‘Industry & Powe Insert Between 96.97 
“Ingenieria Internacional Construccion 32 
f Radio Engineers, The 101 


“Institute 
Institutions Catalog Directory 6 

‘Institutions Magazine 6-7 
Iron & Steel Pnaineer 132 
Ir Age, The 100 


to Advertisers 


Jenkins Publications, Inc, 
Johuston, F 


*Keeney Publishing Co 
Kimberly-Clark Corp 
Knitter, The 


Machine and Tool Blue Book 

*Machinery 

*MacRaec’s Bluebook 

*Marine Catalog and Buyers’ Directory 
"Materials & Methods 

"McGraw-Hill Catalog Service 
*MeGraw-Hill Digest 

*Mectiraw-Hill International Corp 
*MeGraw-Hill Publishing Co., Inc 
Mechanical Engineering 

Metal Progress 

*Michigan Contractor and Builder 
*Mid-West Contractor 

*Midwest Purchasing Agent, The 

*Milk Plant Monthly 132 
*Mill & Factory ith Cover 
“Mining Catalogs &3 
*Mississippi Valley Contractor 
Modern Industry 

*Modern Packaging 

"Modern Plastics 

*Modern Railroads 

*Modern Railroads Publishing Co 


*National Butter and Cheese Journal 
National Industrial Adv. Ass'n 
*National Milk Publishing Co., Inc 
National Power Show 

National Production Exposition 
“National Provisioner, The 
*New Englund Construction 
"New Equipment Digest 

New York Times, The 


29° 
Facing 65 
57 


*Olsen Publishing Co., The 


Palm Feehteler & Co 
*Panamerican Publishing Co 
*Paper and Pulp Mill Catalogue 
*Paper Industry, The 
*Paper Industry and Paper World, The 
*Penton Pub 

60-61, Facing 65, 87 
*Petroleum Processing 
*Pit and Quarry 
*Pit and Quarry Handbook 
*Plumbing and Heating Business 
Portiand Daily Journal of Commerce 


of the LAL 
Product Enginecring 
Public Works Magazine 
*Purchasing 
Putman Publishing ¢ 


*Ralilway Age 

*Railway Engineering and 
Maintenance 

*Railway Mechanical Engineer 

*Railway Signaling and 
Communicatior 

Rapid Copy Service 

*Reinhold Publishing Corp 


S.A.E. Journal 

Sickles Photo-Reporting Service 
*Slebel Publications 
*Simmons-Boardman Pub, Corp 
*Smith Publishing Co... W.RA 
*Snips Magazine 

*Southern Power and Industry 
*Southwest Builder & Contract 
*Steel 

*Sweet's Catalog Service 


Telephone Engineer 
ontractor 
Catalogs 
Industries 

*Textiles Panamericanos 

Textile World 

*Thomas Publishing ( 

*Thomas Register 

Topflight Tape ¢ 

*Traffie World 

*Transportation Supply News 


*Western Builder 
Wood Products 
“Woodworkers Reporter 


*Vachting 


For Detailed Reference Data See THE MARKET DATA BOOK NI WRER 
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~ THE FINAL TWO STEPS 
ARE THE JOB OF 


YOUR 
DISTRIBUTOR'S 
SALESMAN 


Your industrial distributor's salesman is the most important 
factor in your selling program. His value to you lies in his ability to... 


... provide the “personal touch” between your firm and the customers and 
prospects for your products. 
. meet and overcome specific selling obstacles, 
apply the product to the customer's specific needs and problems. 


CLOSE THE ORDER. 


Your sales effort can be mechanized with consumer advertising to (1) 
establish contact, (2) arouse interest and (3) create preference. But your 
selling program falls short unless the distributor's sales organization is geared 
to (4) make the specific proposal and (5) CLOSE THE ORDER. It’s your 
job to keep your distributor's salesman geared to your sales picture and to 
keep him sold on your company and your products. 

The surest, quickest way to do this job is through the advertising pages 
of INpustriaAL DistriputTion —the one publication read by industrial dis- 
tributors and their salesmen. The heart of your advertising program should 
be a regular advertising schedule in the magazine published exclusively for 
the distributor organization. Remember —the distributor organization is your 
front line sales organization — an important part of your business operation. 


a> ABP) 


330 West 42nd Street, New York 18, New York 





MILL & FACTORY means real readers 


In real plants... 
with real buying authority 


Many advertisers can recall Mill & Factory's first break 
with business paper publishing tradition in 1928 
Guaranteeing a circulation composed wholly of pre-identi 
fied buyers it was unheard of. But true! Ic could be 
proved. Mill & Factory's entire circulation is built and 
maintained by salesmen of industrial machinery and equip 
ment men intimately familiar with plants and plant 


i hes rsonnel 


1949-——Mill & Factory, now one of America’s great 
industrial publications, drops another circulation bomb 
shell-—Certified Readership. Advertisers are guaranteed 
LO live circulation circulation free of unread copies 

and free of deadwood (copies going to those who have 
left the field) Proot that the pre identified buyers are 


regular readers exercising buying authority today! 


How does Mill & Factory's 
Readership Certification 
System work? 


Six months after a reader is added, and once a year there 


after, he is asked three pointed questions 


A—Do you read Mill & Factory 
B—Are you finding it useful 


( Do you wish to continue receiving this publication? 
Those who answer No” to any of these questions are 
promptly dropped from the circulation. Nown-readers 


are eliminated 





Names of those who do not epl ire sent to the local 
industrial distributor organization tor personal investi- 
gation. We find that many who do not respond are 
simply allergic to questionnaires. They are, however, 


regular readers 


The investigation represents not a sampling but 100 
of the circulation in the area surveyed. All survey results 


are to be independently audited for accuracy 


Through editorial excellence and a circulation-building 
method unique in business paper publishing Mill & 
Factory laid the tracks for more effective industrial adver- 
tising Now comes CERTIFIED READERSHIP the 
golden spike linking, in fact, advertiser and industrial 
buyer, leaving no doubt that Mill & Factory delivers the 


highest advertising value per dollar in its field 


Conover-Mast Publications, Inc 5 East 42nd St., 
New York 17; 737 No. Michigan Ave., Chicago 
Leader Bldg., Cleveland 14 178 Wilshire Blrd., Los 


Angeles 3 National City Blde., Dallas 





